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For Distributors Last Week And 


For Dealers This Week... 


Hotpoint Tells 
Why It Spent 
$3 Million 

On The ’61 Line 


AN EM WEEK EXCLUSIVE: Today, Hot- 
point announces a new 1961 line including: 
e Two “Faster than gas” electric ranges. 
e Three new drop-in built-in ranges. 

e Three models of “Compact” refrigerators. 
* 

& 


Two four-cycle dishwashers. 
New glass-lined water heaters and a new 
line of waste disposers. 


The $8 million is a record expenditure for a 
Hotpoint line, topping even the lush years of 
1954 and 1955. Spent over an 18-month peri- 
od, $6.6 million went into tooling; $1.7 mil- 
lion into design and engineering; $800,000 
into investment for new machinery and for 
rearranging plants to accept the new manu- 
facturing flow. 


Why did Hotpoint do it in 1960, when spend- 
ing a bundle is not exactly the pattern in the 
industry this year? 

General Manager William C. Wichman had 


these three answers for EM Week: 

First, “You don’t pick a year to spend 
money. If you have to spend it, you do.” 

Second, the line introduction coincides 
with the three-year complete redesign cycle 
begun when Wichman took over the helm at 
the General Electric division. 

Third, the finished line is the embodiment 
of Wichman’s personal philosophy of appli- 
ance merchandising. He refuses to consider 
this a “gimmick’’ business. Instead: “I am 
convinced that appliance dealers want to 
make money in their own stores. We are try- 
ing to put the competitive values into the 
product to let them do just that.” He does 
not want to hand dealers platitudes or plan 
their vacations for them. 

A fourth reason is implied in the allocation 
of the $8 million over Hotpoint’s product 


For more on the Hotpoint 
1961 line, turn to page 7. 


AMERICAN MOTORS’ GEORGE ROMNEY: 


Kelvinator is not 
sick.We have prob- 
lems—but we have 

opportunities too. 
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Consumers Say 
They'll Buy... 


- + + more major appliances, 
TV and new homes in 1961. 
That was the cheery conclu- 
sion of ‘“Newsweek’s” con- 
tinuing survey of buying in- 
tentions last month 


What caused this dramatic turn- 
about? If you’re a Democrat, you 
can chalk it up to John F. Kenne- 
dy’s election victory. But there’s no 
pat answer, say economists. 


What will they buy? According to 
the survey, taken just two weeks 
after the election, here’s how con- 
sumer plans to buy stack up. (Fig- 
ures show the percentage differ- 
ences between plans this Novem- 
ber and last November.) 

New houses: Up 13%. 

Dishwashers: Up 9%. 

Dryers: Down 3%. 

Freezers: Up 15%. 

Ranges: Up 11%. 

Refrigerators: Up 2%. 

TV sets: Up 21%. 

Vacuum cleaners: Up 21%. 

Washing machines: Down 14%. 


How do these plans compare with 
retail sales records of the same 
products this year? One way to 
check that is to look at figures from 
EM Week’s “How’s Business” sur- 
vey of retail sales in 26 key mar- 
kets. Here are those figures through 
September for the same _ product 
categories covered in ‘“Newsweek’s”’ 
study. (The percentages show the 
difference between 1960’s first nine 
months and the same period in 
1959): 

Dishwashers: Up 14%. 

Dryers: Down 2%. 

Freezers: Same. 

Ranges (electric only): Same. 

Refrigerators: Down 2%. 

TV sets: Down 1%. 

Washers: Down 6%. 


What do the plans mean? Probably 
the most important figure to come 
out of the “Newsweek” survey is 
the 13% jump in intentions to buy 
new homes. This represents the first 
year-to-year gain the survey has 
shown since last winter when build- 
ing starts froze. And, of course, it 
also ties in heavily with the in- 
creases in plans to buy major ap- 
pliances. 


What about’ business’ spending? 
Here the picture isn’t so bright, 
says “Newsweek.” According to the 
magazine’s quarterly survey of 
capital appropriations, conducted 
by National Industrial Conference 
Board, capital spending during 
1960’s third quarter is down 26% 
from a year ago. 

Nochlin Joins EM Week 
Housewares News Staff 

Philip Nochlin has joined EM 
Week as an associate editor, cov- 
ering housewares, electric house- 
wares and hardware. 

For the past four years he had 
been housewares reporter for 
“Home Furnishings Daily.” Prior to 
that he covered general assignment 
in the home furnishings field and 
the china, glassware and lamp mar- 
keis for the trade newspaper. He 
joined the paper in 1954, after serv- 
ing two years in the U.S. Army. 
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Here Are Philco’s British-Built Brown Goods 


RADIO-PHONO CONSOLE, one of an entire line of imports to be test-marketed 
by John M. Otter Co. in the East, gets the once-over from, left to right, W. S. 
Bopp, Philco International, W. W. Meyer, of Otter, and John Otter. 





Sol Polk Does [t Again 


... and this time the Chicago 
dealer, famous for spectacu- 
lar ideas, is shipping recondi- 
tioned appliances around the 
world 


What’s the deal this time? Sim- 
ply this . 3: 


The steamship “Flying Clipper” 
will sail from New York on Dec. 
23 bearing, among a varied cargo 
of American-made goods, a display 
of reconditioned home appliances 
for exhibition at ports of call in 
several foreign lands. 


The appliances—and the deal—are 
from Polk Brothers in Chicago, 
where Sol Polk is anxious and eager 
to find new ways of moving trade- 
ins. 

In cooperation with Isbrandtsen 
Steamship Co., Inc., New York, Polk 
is now going to pitch his goods to 
the natives of Beirut, Alexandria, 
Jeddah, Port Sudan, Karachi, Bom- 


bay, Singapore, Hongkong, Kelung 
and Pusan. 


At each of the 10 ports, U.S. prod- 
uct displays—Polk’s included—will 
be set up for about two weeks. Polk 
and other American businessmen 
participating in Isbrandtsen’s ‘‘Mo- 
bile Trade Fair,” will not send their 
own representatives along. 

Instead, employees of the steam- 
ship company will pitch the goods 
to local governmental and commer- 
cial interests, laying the stress on 
getting potential dealers and dis- 
tributors to see the advantages of 
selling U.S. products. 


This is not a free ride for Polk 
Brothers, Vice President Lester 
Bachman told EM Week. There are 
plenty of expenses connected with 
it. But Polk has always been will- 
ing to gamble on the unusual. 


This is the second ship to carry the 
“Mobile Trade Fair’ abroad. The 
first left on Oct. 30. 





Latest Japanese Figures: 
The Story For LO Months 


After September’s shipment, the 
Japanese push on radios with three 
or more transistors was expected 
to taper off. But a look at the Octo- 
ber figures from the Japanese Fi- 
nance Ministry’s Custom House, 
collected by McGraw-Hill World 
News Bureau in Tokyo, shows ex- 
ports to the U.S. in October (534,905 
radios) topped September by more 
than 100,000 units. 


The 10-month total for radios with 
three or more transistors exported 
to the U.S.: 3.5 million, worth about 
$46.2 million. 


Television set totals continued to 
mount, too. In October, the Japa- 
nese exported 4,452 units here, 
bringing the 10-month total to 
7,079. October’s shipment contained 
1,241 TV receivers with 21-inch 


screens, valued at $60,000. The 
3,211 units with less than 21-inch 
screens were worth about $155,000. 


Tape recorders again got a shot in 
the arm as another 35,701, worth 
$914,300, were shipped in during 
October. This brought the 10-month 
total to 137,668 units. 


Radio phonographs got some action, 
too. The Japanese exported 6,850 
here in October, worth about 
$233,360, or about $35 per unit. 

October production of TV receiv- 
ers and kits, according to JEIA, in- 
creased 4% over September figures, 
reaching 302,445. This is the first 
time these figures went over the 
300,000 mark since last March. 
Total shipment was a brisk 313,531 
units, reducing Japanese inventory 
to 138,484. 





Big Shifts At 
Phileo, Wards... 


. . . bring sharp realignment 
in marketing and merchandis- 
ing of white goods and home 
electronics. Home, coin-op 


laundry now separate wing at 


Philco 


In a major regrouping of mer- 
chandise and executives, Philco has 
broken its home and coin operated 
laundry and dry cleaning activities 
out of major appliances and will 
run it as a separate group. John A. 
Rishel Jr., formerly director of 
merchandising of the consumer 
products division, is the new vice 
president of the laundry group. 

Under the new setup, refrigera- 
tors, freezers, ranges, air condi- 
tioning will fall into a new major 
appliance group under Jack Cherry, 
who becomes a_ vice _ president. 
Cherry is formerly merchandise 
manager of refrigeration and air 
conditioning. 

Home electronics becomes a third 
product group, to be headed by 
Armin Allen, who continues as a 
vice president. He was formerly 
vice president of electronic plan- 
ning. 

The three product groups will be 
segments of the overall consumer 
products division of which Henry 
Bowes continues as vice president 
and general manager. Robert Urban 
continues as vice president for 
marketing of the division. 

Sales, merchandising, advertising 
and sales promotion functions for 
the division will be handled as fol- 
lows: 

Fred Ogilby is vice president of 
sales for the division; John Utz is 
manager of special sales. Gibson 
Kennedy is director of merchandis- 
ing for the division. John Kelly 
continues as advertising manager, 
Owen Klepper as merchandising 
manager of appliances and laundry; 
and Jack Kane as merchandising 
manager of electronic products. 

Rayford E. Nugent, becomes vice 
president of accessories and service 
division. 

In confirming the realignments, 
Bowes said: “Philco is continuing 
to streamline its marketing func- 
tions and strengthen its various 
operations activities.” He gave no 
word of lower echelon shifts which 
may also have occurred. 


Montgomery Ward and Co., at- 
tempting to give home appliances 
more punch, came up with a sepa- 
rate division for white and brown 
goods last week. George H. Fezell, 
who comes to Wards from Magna- 
vox, will head the new major ap- 
pliances and electronics division. 

Before the reorganization, the 
company had three divisions: home 
furnishings, hard lines and _ soft 
lines. 

The Wards action follows the 
resignation of Fred H. Dilg, who 
headed the former home furnish- 
ings division. Gordon F. Farns- 
worth replaces Dilg as head of the 
now abbreviated home furnishings 
division. 


And Admiral joined Philco and 
Wards in confirming executive 
changes. B. H. “Buck” Melton, who 
was vice president of the appliance 
division of Admiral Sales Corp., re- 
signed effective Dec. 1. He had no 
comment on his future plans. 
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The total market ($616 million) represents a combination of 1960 EIA projections for packaged phonos and Bell Sound estimates for components. The percentage breakdown of the component market is also Bell's. 


Are You Missing A Piece Of The Hi-Fi Market? 


Yes, says a manufacturer, who 
is doing something about it 


Bell Sound is the manufacturer. 

Bell is not the first concern to feel 
that the hi-fi components business 
(company estimate: $70 million) 
was big enough to support two-step 
distribution. Others have tried and 
given up, but Bell Sound division of 
Thompson Ramo Wooldridge, Inc., 
feels it has found a pattern which 
will work. 


What is Bell’s program? The com- 
pany plans to sell through specialty 
distributors to reach dealers who 
have never sold components be- 
fore. That would include electronic 
technicians, service dealers, pho- 
tography shops, record stores and 
appliance dealers. 

“We have to broaden our base 
to get more business,’ explained 
Earl V. Sala Jr., Bell’s general 
manager. “That’s why we’ve turned 
to two-step distribution. We can 


get a bigger sales force and a 
greatly expanded credit facility.” 


Key to Bell’s program: Long mar- 
gins to support two-step distribu- 
tion. Basically, Bell is offering 18% 
for distributors and 40% for deal- 
ers as well as co-op ad money, spe- 
cial display material and merchan- 
dising aids. 

Distributors must stick to whole- 
sale selling, Bell insists, and refuses 
to franchise a distributor who will 
operate through his own retail out- 
let. 

Beii’s merchandise aids include 
a well-designed notebook on the 
company’s line which serves as a 
sales aid and a display rack which 
allows the dealer to show the com- 
ponents as a “unit.” 


A simple line is vital to the pro- 
gram, Bell feels. By offering a com- 
plete line of redesigned matched 
components (amplifiers, tuners and 
receivers) and speakers, the com- 


pany believes it has simplified sell- 
ing for the dealer. And the less 
mystery about components the bet- 
ter, explained Sala. 

The components business has 
been on the same $70 million pla- 
teau for three years, Bell estimates. 


You certainly are, Bell distrib- 
utors are telling dealers 


“We're telling our dealers to get 
a 100% shot at this business,” ex- 
plained Herbert Schechter of Main- 
line in Cleveland. 

That attitude helped carry 
Schechter into the Bell program 
and it’s motivating other distribu- 
tors who figure there’s no reason 
why they should turn away any 
part of the home entertainment 
business. 


How are distributors handling the 
program? In Detroit, Ken Dishell 
of Glendale Electronics can tell a 
typical story. He will sell only 


stocking dealers—those who buy 
three or more pieces. 

If a dealer buys three pieces, 
Dishell gives 3343% off. A fourth 
piece is worth an extra 5% and if 
one of the four pieces is a tape 
transport, Dishell throws in a dis- 
play rack free. Ten or more pieces 
bring the full 40% discount. 

If a non-stocking dealer wants to 
buy equipment, he’ll have to turn 
to a stocking dealer, according to 
David Press of D & H Distribu- 
tion, Harrisburg, Pa. 


Price protection is being offered by 
some distributors. Bill Miller of 
Morris Electronics, Syracuse, won’t 
ship if his dealers cut Bell’s sug- 
gest list. 

“This program is getting off the 
ground for three reasons,” ex- 
plained Steve Pistner of Electronic 
Distributing Co., St. Paul, Minn.: 
(1) the transportation problem has 
been relieved; (2) supply is sim- 
pler; (3) credit has been eased. 





York Stresses 
Faster Cooling 


With emphasis on “overdrive” 
fast cooling, slick styling, and de- 
humidification, York Corp., a di- 
vision of Borg-Warner, last week 
unveiled its 1961 line to distribu- 
tors, convened at The Diplomat 
Hotel in Hollywood, Fla. 

They heard from President J. B. 
Elliott who gave an optimistic view 
of 1961: “People have money to 
spend,” but you’re competing 
against everything from TV to solid 
gold watches. 


Trends in the line include the 
‘Power Surge” control in the Con- 
querer which throws in a 45-min- 
ute super-cooling cycle for 12% to 
15% faster cooling. 


Do-it-yourself is an angle in the 
Compact Special as well as the Ad- 
venturer and Discoverer series, 
which are equipped with Magic 
Mount, pull-out adapters for vary- 
ing window sizes. 


The Multi-Room Special models are 
designed for two or more rooms. 
York also offers the Builders Model 
for through-the-wall installation 
and units for duct installation in 
houses. 
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POWER SURGE control on York’s 
Conquerer room air conditioner con- 
tains a timer designed to boost cool- 


ing power 12% to 15%. The heavy 


duty window unit can go into “over- 
drive” for 45 minutes, before auto- 
matically cutting back to preselected 
normal cooling setting. Also shown 
are exhaust and fresh air controls, 
power settings, thermostat dial. 








What Is A ‘Norge Village’? 


It’s a symbol for a new industry which Jud Sayre will build on 
coin-op dry cleaning. And, EM Week learned exclusively .. . 


IT’S A NEW CONCEPT IN 
LAUNDRY MERCHANDISING 


. an idea which Board Chairman 
Judson Sayre promised would put 
Norge in the headlines and leave 
competition behind at the starting 
post. 


Norge “Laundry And Cleaning Vil- 
lages,”” Sayre told eastern distribu- 
tors assembled in New York City 
last week, are based on the Howard 
Johnson kind of store identification. 

Norge commercial distributors 
will sell a complete coin-op laundry 
and dry cleaning package to inves- 
tors across the country. Ideally, 
each store will have the same 
equipment—about 16 cleaners, 30 
washers and 15 dryers—every store 
will look the same. 


All the elements of the village are 
supplied by Norge to insure the 
look-alike concept. Designs are 
available for any type of location 
and capitalize on the most modern 
innovations in coin-operated laun- 
dries. 
But the big question is... 





JUST WHAT’S 
YOU? 


EM Week asked Norge’s market- 
ing director, Jack Petterson, how 
the advent of the villages would af- 
fect home appliance dealers. 


IN IT FOR 


“Appliance dealers,” Petterson re- 
plied, “would be one of the most 
logical investor prospects. They 
know Norge’s reputation and are 
traditionally quick to respond to 
new business opportunities. Our 
coin-operated cleaning and laundry 
program is a natural for dealers 
who are looking for a sideline with 
a future and who will make the 
substantial investment we are look- 
ing for.” 


What you need to invest is the down 
payment on a total of $40,000 to 
$80,000. Borg-Warner Acceptance 
Corp. financing is available. 

Already in operation are model 
villages in Effingham, IIl., Albion, 
Mich., Wilmington, Del., and Indian- 
apolis, Ind. This month others will 
open in Quincy, Mass., Denver, 
Colo., and Albany, N. Y. 


EAST... PITTSBURGH—Whether 
it snows in Pittsburgh or not, 
Christmas 1960 apparently will 
not be a white one. It won’t be 
white, that is, in the sense ap- 
pliance dealers: like it: ‘‘“Make 
it a white Christmas and give a 
major appliance.” 

The reasons vary but appli- 
ance people agree: “The appli- 
ance business is now, and has 
been, lousy.” 

Unemployment has been a 
major factor; some 90,000 peo- 
ple, or about 10% of the total 
work force of Allegheny Coun- 
ty, were unemployed. 

Faller Furniture Co., local 
chain of appliance-furniture 
stores, reported appliance sales 
off 15% to 20% versus a year 
ago at this time. The sales pat- 
tern of majors has been con- 
stant all year, said Faller’s sales 
manager—“‘‘constantly awful.” 
Sales of small appliances were 
disappointing in October and 
November, but he expected a 
pickup of these in the next 
three weeks. “If we break even 
with last year (in appliance 
sales) we'll consider 1960 a 
good year.” 

The appliance buyer for Ohr- 
ingers, a larger furniture and 
appliance chain, agreed that 
“business is hard to get these 
days. The majors aren’t mov- 
ing and the whole appliance 
business looks lifeless: 1960 
sales could fall under last 
year, which wasn’t great.” 

Westinghouse Appliance 
Sales, distributor of Westing- 
house major appliances, also 


What will Christmas selling bring? That’s the question being asked 
around the nation as anxious appliance dealers await Santa 


reported business down from 
last year. With high unemploy- 
ment locally, an official said, 
‘People are very cautious about 
buying major items.” 


SOUTH BIRMINGHAM—The 
outlook for Christmas appliance 
sales here depends on location 
of the dealer. And overall the 
prospects were none too rosy. 

Dealers in the busy down- 
town section said indications 
are sales this month will be the 
equal or a little better than last 
December. Those in areas 
where a majority of their cus- 
tomers are employed in the 
steel and iron mills and foun- 
dries, for the most part, took a 
darker view of the outlook. 

One downtown’ merchant, 
Byron Johnson of Warren Ap- 
pliance and Supply Co., ex- 
pected to end the year on the 
plus side. ‘‘We did a good busi- 
ness during the summer but 
sales fell off in October and did 
not improve much in Novem- 
ber. We ended the 11-month 
period close to even with last 
year.” 

Forney G. Vinyard of May- 
tag Sales & Service Co., a 
downtown dealer who opened 
two branches this year, said 
sales were very poor in October 
but picked up a little in No- 
vember, especially after 
Thanksgiving. “And so far in 
December they are up 4% to 
5% over the same period last 
year,” he said. ‘“‘This makes the 
outlook for the Christmas sea- 
son bright.” 


MIDWEST ... 


Wee oles 


Alvin Billingsley of Billings- 
ley-Duddy, Inc., another down- 
town appliance dealer, reported 
October and November sales 
off, with home laundries the 
best sellers. 


INDIANAPOLIS— 
Dealers and distributors here 
looked for December to 
strengthen what has been a soft 
market for appliances and TV. 

“There has been no change 
for the better recently,” said 
Bob Gilkison, sales manager of 
major appliances for L. S. Ayres 
Co. 

“There’s just no one item in 
our business that is going real- 
ly well. And though there is 
close to normal action in vac- 
uum cleaners, in general things 
are a little off this time a year 
ago,” he said. Television sales 
were also off, but portable sets 
were gaining in popularity. 

John Edwards, TV sales man- 
ager for William H. Block Co., 
said, ‘Our market is off nearly 
3%. It’s beginning to roll now, 
but it won’t make up for the 
loss in June through October. 

“The 19-inch portables have 
come into their own and the 
17-inch sets have gone out. 
We're selling more _ portables 
than cabinets. People want 
something they can unplug and 
move,” he said. 


DENVER—Sharply in- 
creased sale of stereo-TV com- 
binations was the brightest spot 
in the current comeback of ap- 
pliance sales. Three major deal- 


ers noted stereo-TV sets among 
the leaders in a November re- 
surgence that was carrying over 
into December. 

“Our November business was 
up 7% to 8% over the same 
month last year,’ said Mrs. 
Nessie Nides of Nides Appli- 
ances. “Our laundry equipment 
moved real well,” she said. “It’s 
a new line—Easy—and we’ve 
gotten wonderful cooperation 
from the manufacturer. 

“But the surprise to us was 
the combination stereo-TV sets; 
probably the Christmas season 
buying is being felt already. 
Sales have been strong in the 
higher-priced Magnavox sets, 
especially the 24- and 27-inch 
sets. We’re really happy at the 
way business is going.” 

Another Magnavox dealer, 
Jim Taylor of Fraser & Taylor, 
reported ‘‘good’’ November sales 
of the stereo-TV sets. Taylor 
said the last weekend in No- 
vember ‘“‘was the best weekend 
of the entire year but it was 
still only even with a year ago.” 
He said major appliances ac- 
counted for about 30% of the 
weekend business and stereo- 
TV accounted for the other 70%. 

“Stereo-TV are the bright 
spots right now,” reported Roy 
Jansen, sales manager for Fred 
Schmid Appliances & TV. 
“There is a wider choice of sets 
and the desirability of a com- 
bination is firmly established,” 
Jansen said. He said Packard- 
Bell sets are ‘“‘the big movers 
but we’re doing well with G-E 
and Motorola, too.” 





INDUSTRY |i 
MEMO [Il 


@e Top management executives are 
taking a long look at small business. 
Executives from 32 large corpora- 
tions, including General Electric, 
RCA and DuPont, met at the Whirl- 
pool Corporation’s administrative 
center for a day’s discussion of in- 
dividual programs to help the small 
businessman operate profitably. The 
basic idea, outlined by R. E. 
3rooker, president of Whirlpool 
Corp.: Big business is dependent for 
its own survival upon the continued 
existence and profitability of small- 
er firms that provide its materials, 
use its products or distribute its 
goods. 


e Confident about 1961? Borg-War- 
ner is. The company is planning to 
spend a record $40 million on new 
plants and equipment next year, ac- 
cording to Robert S. Ingersoll, 
president. About three-quarters of 
this investment is scheduled to go 
into domestic expansion and mod- 
ernization. 


@ Washer-Dryer combos, down 
47% for October, and conventional 
washers, off 36%, keynoted the Oc- 
tober figures that saw industry 
shipments way off the 1959 mark. 
Only standard ranges, at plus 2% 
showed a monthly increase over 
1959. See page 26. 
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Another Kudo For EM Week 


EM WEEK EDITOR Laurence Wray, right, receives plaques honoring EM Week 
for winning two awards of merit from “Industrial Marketing.” S. R. Bernstein, 
IM editorial director, presents the awards for the outstanding single article 
and the outstanding single issue printed by merchandising, trade and export 
papers since June, 1960. IM editorial competition is in its 22nd year. 





THIS WEEK'S [iii 
COLOR TV [Iii 


MONDAY (All Times E. S. T.) 
6 A.M. (NBC Continental Class- 
room (Monday-Friday) 
10:30 A.M. (NBC) Play 
Hunch (Monday-Friday) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

2 P.M. (NBC) Jan Murray (Mon- 
day-Friday) 

11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


Your 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tenn. Ernie Ford 


FRIDAY 
8:30 P.M. (NBC) Hall of Fame 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
12:45 P.M. (NBC) Liberty Bowl 
Football 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
6 P.M. (NBC) Meet The Press 
7 P.M. (NBC) Shirley Temple 
9 P.M. Chevy Show 
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“THE BEST 
ADVERTISEMENT 
IS A SATISFIED 
CUSTOMER” 


The things like TV 
Teletype and Late 
and Exclusive tell 
you a lot that an 
ordinary listener 
wouldn’t know 
otherwise. They 
keep you up to date 
on transactions in 
the industry. 

I enjoy checking 
up on TV goings- 
on—the inside dope. 





—Jacksonville, Fla., reader 
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When I’m reading 
TV GuIpDE...they 
could tell me some- 
thing important. 
Advertisers are 
missing the boat— 
people are relaxed 
and in a day- 
dreaming mood. 
They might as well 
be daydreaming 
about some big 
appliance or a new 
car as about the 
upcoming TV show. 


—Chicago, Iil., reader 


“ the cream of the 


I read the articles in 
TV GuIpE at my 
convenience... 

I usually read the 
short comments 
and the questions 
and answers, then 
proceed to the 
longer articles or 
reviews. By the 
end of the week 
I’ve usually read 
everything, but if 
I haven’t I give 

it a final check 
before throwing 

it away. 


—Winona, Minn., reader 


I like the articles 
best that are 
related to the policy 
setting of TV, like 
in the areas 

of education and 
political 
information. 
Editorially, I think 
TV GuIpe is 
interested in good 
TV. They keep 

you up to date on 
problems that TV 
faces, like live-TV 
versus film-TV and 
pay-TV versus 
free-TV. 


— Poughkeepsie, N.Y., reader 


TV GuIpDE enables 
us to pick out 


All quotations are from 
“TV Guie: A Stupy IN 
Deptu,” by Dr. Burleigh 
B. Gardner and his staff at 


watching and then Social Research, Inc. 


read something 

in the feature 
section about the 
stars and the 
format and how 
the shows are 
produced. It’s a 
good guard against 
missing a better 
show or perhaps 
seeing a poor show. 


— Portland, Oreg., reader 


Best-selling weekly 
magazine in America 








EM WEEK REVIEWS: 


Few books have caused more in- 
dignation among the advertisers 
and marketing fraternities than 
Vance Packard’s © current _best- 
seller, “The Waste Makers.” Pack- 
ard’s slashing denunciation of mod- 
ern selling, which he _ believes 
causes people to buy what they do 
not need, has brought angry re- 


buttals in the advertising trade 
press. 
Dr. Steuart Henderson Britt’s 


new book, “The Spenders,”* is not a 
point-by-point answer to Packard; 
nevertheless, the thesis of this pro- 


Sellers, Not Buyers, 


Should Be Wary Ones 


fessor of marketing and advertising 
at Northwestern University directly 
opposes Packard’s. 

While Packard sees the American 
buying public trapped in the sensu- 
ous swirls of the adman’s web, Dr. 
Britt underscores a more traditional 
view: That the consumer by “vot- 
ing” in the market place is the real 
boss of the economic complex of 
business. 

“The main point is that,” Dr. 
Britt writes, “as consumers, we do 
expect and demand a lot. And in- 
creasingly business is going to give 


us what we expect. The motto of 
the modern manufacturer has to 
be: The consumer be pleased!” 


For the retailer, the greatest value 
of Dr. Britt’s book is his compre- 
hensive explanation of the many 
mysterious tools of modern mer- 
chandising—market research, the 
psychology of selling, store person- 
ality and packaging, among others. 


*THE SPENDERS. By Steuart 
Henderson Britt, Ph.D. 293 pages. 
McGraw-Hill Book Co., Inc. $4.95. 





Coolerator brings you... 
the } most exciting air 
conditioner sales-makers of 1961! 


Cleanest cool air 
of any room air 
conditioner! 


COOLERATOR CUSTOM 
SERIES with Lectrofilter® Air 
Cleaner removes nearly all air- 
borne particles! With the Cus- 
tom, you can offer the features of 
other top air conditioners, plus 
electrostatic air cleaning and at 
% competitive prices! Sizes up to 
if 19,100 B.T.U.’s. Also available 
| without Lectrofilter unit. 


JIFFY-MOUNT 
for new compact® 
models! 


COOLERATOR COMPACT® 
SERIES with Jirry-Mounrt lets 
you sell those who want to take 
their cooling home with them! 
And the Compact fits even nar- 
row windows, delivers big capac- 
ity! 6000 to 8600 B.T.U. sizes for 
115 or 230 voltages, plus reverse 
cycle models. Also available for 
standard mounting. 


Powerful portable 
fits standard and 
casement windows! 


COOLERATOR POWERETTE 
SERIES fits almost any window 
. .. lets you sell almost every cus- 
tomer! Ideal for bedrooms, nurs- 
eries, dens! And they have top 
features! Automatic thermostat. 
Two-Speed Operation. 2 Rotary 
no-draft grilles. Permanent filter 
with germicidal additive. In two 
sizes: 4000 and 6000 B.T.U. ca- 
pacities. = 





P L U S ! Coolerator Brings 


You This Exclusive 4-Point 
Profit Program! 


ALBION DIVISION: ----- MAIL THIS COUPON TODAY! —-—-—-—— 


McGRAW-EDISON COMPANY « ALBION, MICH. 
In Canada: 574 Fourth Line, Oakville, Ontario 


NGGRAWE 
EDISON 





@ 


1. QUALITY PRODUCTS! 
Actual service records show 
Coolerator ranks at the top 
of the industry for depend- 
able performance! 


Finest in Home Comfort Appliances | 


2. FEATURES THAT 
SELL! With all the popular 
features, Coolerator prod- 
ucts give you plenty to talk 
about! 


Dealer Name 


3. DIRECT FROM FAC- 
TORY PURCHASING! 
You make better grosses... 
have supply and service 
points nearby! 


ALBION DIVISION, DEPT. AC-1212 
Mc-Graw-Edison Company, Albion, Michigan 


Please send complete information on the new 1961 Coolerator 
Room Air Conditioners. 


4. PROTECTED TERRI- 
TORIES! A market area for 
every dealer—with protec- 
tion—assures higher profit 
sales volume! 





Company__ 





Street_ 





. I City 
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FOR HAROLD HULETT 


Six new 30-inch, six new 40-inch 
ranges with removable trim rings, pull- 
off oven doors, automatic oven and 
burner temperature minders, plus new 


weapon in fuel battle: Three-heat 
3,200-watt burners for ‘Faster than 
gas” demonstrations. 


* CONTINUED FROM PAGE | 

line-up. More directly, Wichman has 
been handling in order the product 
problems he faced in his new job. 

Two years ago, Wichman’s major 
problem was laundry. He spent his 
big money ironing out washer kinks 
in those days. This year, laundry 
took only $1.4 million of the total 
outlay. 

Last year, refrigeration took the 
largest share. This year, it account- 
ed for only $2.2 million of the prod- 
uct budget. 


Ranges got the big share this year. 
Wichman pushed $4.4 million into 
his kitchen appliance department, 
putting the major accent on free- 
standing and built-in electric units 
with a flood of features—several 
beamed directly at gas competition. 

Two of the twelve ranges this 
year throw “Supermatic” surface 
units into the battle of the fuels. A 
3,200-watt burner with three heat 
patterns (4-, 6- and 8-inch choice 


HOTPOINT OFFICIALS SHOW W hat They Got For 





FOR BOB HUNT 


Five new dishwashers, portables and 
built-ins, with and without chopping 
blocks. Features include redesigned 
water system, electric detergent dis- 
penser, new controls and four cycles 
which permit a choice of two com- 
plete washes in two models. 


of diameters) highlights speed of 
heating and will be promoted with 
“Faster than gas’’ demonstrations. 

Automatic temperature minders 
are featured in both ovens and sur- 
face units. A new meat cooking 
guide flips up onto the backsplash. 

On the built-in range side, Hot- 
point believes there were 50,000 
drop-in units sold last year.- This 
year, Wichman aims at a bigger 
share by including three models of 
the cook-top-plus-oven design. This 
type, almost the size of a free- 
standing range, drops into the coun- 
tertop but brings the oven back to 
knee height. 

Separate cook top and wall ovens 
in the line are redesigned to include 
some of the features of the free- 
standing line, notably the remov- 
able oven doors. 


Most refrigerators were introduced 
piecemeal earlier this year. They 
include a new 28-inch-wide group 
of models, which stand only 63 








FOR SHELBY TRAPPEY 


Three new drop-in ranges—top and 
oven recess into counter. Hotpoint 
says industry moved 50,000 of these 
in 1960 and wants a bigger share for 
itself in 1961. There’s restyling through 
rest of built-in line including take-off 
oven doors. 


inches high. Billed as the ‘‘Hotpoint 
Compacts,” the 28-inch line is 
topped by an 1l1-cu.-ft. two-door, 
with 87-pound freezer and auto- 
matic defrost. 


Dishwashers have something new: 
A distribution system with spinner 
for forcing water down on the dish- 
es from the top. A new automatic 
detergent dispenser works electri- 
cally. What’s more, the new four- 
cycle machines provide enough flex- 
ibility for two washing programs. 


BUT, WHY NO PRICES? 


The question of prices turns the 
spotlight off the product and design 
financing—and turns it to distribu- 
tors. 

Wichman does not answer why 
the 1961 line is not to be list-priced 
by the factory. Two years ago, 
Wichman thought the price situ- 
ation in the appliance industry was 
‘“‘thorrible.”’ Today, he says candidly: 


$8 Million 


COWPACT ODE 
Cksse 





FOR CHUCK GRIFFIN 


New “Compact” refrigerators, includ- 
ing 28-inchers just 63 inches high. 
Model numbers point to something 
else that’s new: To determine capacity, 
double the model number, drop the 
zero. Example: In CK55B, twice 55 is 
110. Capacity is 11 cubic feet. 


“It’s two years worse.’”’ Apparently, 
he believes that prices are set by 
competition. And, evidently, his 
distributors will set the prices for 
their individual markets. 


Hotpoint’s distribution pattern is 
pretty solid at this time, General 
Sales Manager John F. McDaniel 
points out. In the last two years, he 
adds, the only change the factory 
has made is in Denver, and there 
it was a switch from factory branch 
to independent. 


Plans for the new line: Hotpoint 
will take it on the road—evidence 
of the company’s desire to keep 
close to its distributors. In six meet- 
ings, factory men pitched the line 
to 750 distributor men in Chicago 
(two meetings), Philadelphia, Dal- 
las, Jacksonviile and San Francisco. 
Management believes the road show 
approach was cheaper, simpler and 
gave the factory an opportunity to 
gauge local situations. 





Two Makers Broaden Lines—For Different Reasons 
TAPPAN: Adds four new products, but main- 


tains it won’t go for a full line 


At the same time that Tappan 
was ballyhooing four new products, 
A. B. Ritzenthaler, vice president 
and sales manager, blasted any no- 
tion that the company was sticking 
its neck into full-line competition: 

“TI think the full line concept is 
being dispelled. A good many deal- 
ers and distributors believe that in- 
dependent producers of separate 
products can do a better job... that 
a known manufacturer has one or 
two hot products each year and the 
rest of the line sells by name alone.” 

Why has Tappan added to its line, 
then? “Because these products are 
hot in the industry,” Ritzenthaler 
explained. 


What has Tappan added? These 
four products, all of them ventures 
into new areas: 

e Two-model series of food dis- 
posers with these features: insu- 
lated shell with triple sound bar- 
rier; jiffy “key hole” mounting; 
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1%4-hp capacitor motor; power re- 
verse switch to clear jams. 

e Vent hood series comes in 30-, 
36- and 42-inch widths. Since 
motor and fan are on a swivel 
bracket, the hoods can be vented 
vertically or horizontally. All sizes 
are available in six colors, keyed 
to other Tappan kitchen products. 
e@ Sinks—both single and double- 
bowl—are available in five of those 
matching colors. Both are deep 
drawn enamel steel with titanium 
porcelain enamel finish. 

e Three-model series of under- 
counter dishwashers will bow at the 
Builders Show in January. And 
there’s a possibility that Tappan 
will add portable models later. 

Add to these new Tappan prod- 
ucts the company’s full line of 
electric and gas ranges, combo 
washer-dryers and_ refrigerators, 
and you have a pretty long line. 
But, Ritzenthaler maintains, it’s not 
a full one—and probably won’t be. 


MAGIC CHEF: Bows ranges, refrigerators, 


aiming for complete kitchen 


Trumpets sounded in New York 
last week announcing the death of 
Dixie Products and the birth of an 
almost-full line of Magic Chef 
kitchen appliances. 

In explaining the change, Magic 
Chef, Inc., President S. B. Rymer 
Jr. reviewed the history of the two 
companies: Dixie Products bought 
Magic Chef two years ago and has 
been running the two operations 
separately. Now Dixie has killed 
off its name and brought products 
of both companies under the name 
Magic Chef, Inc. 

At the same time, several new 
products have been introduced. 
Notable: A line of electric ranges. 


Will there be any more changes? 
Definitely, Rymer told EM Week. 
In fact, he said the company would 
broaden its line in the not-too- 
distant future, in a move to achieve 
its goal of making a complete Magic 
Chef kitchen. 


The consolidation, Rymer went 
on, would make it possible for the 
company to eliminate double ef- 
forts and to concentrate on produc- 
ing “one great line of appliances.” 


What are the new Magic Chef prod- 
ucts? Here’s how the line will look 
after additions are made during the 
Winter Markets: 

e Gas ranges are both free-stand- 
ing and built-in. Sizes: 20-, 30-, 36- 
and 39-inch. Heading the list of 
features is the “Simmer Flame Uni- 
Burner,” which has three click po- 
sitions for controlled heat; a burner 
with a brain. 

e Electric ranges, first under the 
Magic Chef name, come both free- 
standing and built-in. Surface units 
have “infinite heat controls”; ovens 
are clock- and_ thermostatically- 
controlled. 

e@ Freezers are both chest and up- 
right. The upright model is frost- 


less. 


iil! NEWS . 
SAHLOFF ON NEW PRODUCTS: Are They Becoming Crutches? 


HOUSEWARES 


That’s what they may become, 
warns the man who himself has 
introduced eight new products in 
the last five months alone. 

Willard H. Sahloff, vice presi- 
dent and general manager of G-E’s 
housewares division, makes it clear 
that he still thinks that “the hope 
of this industry lies in new prod- 
ucts.” 

But he’s worried that the indus- 
try may mistreat new products the 
same way that it has mistreated 
price. 

“Both price and new products 
are the “easy way to sell,” warned 
Sahloff. “Price selling has taught 
us expensive lessons, all of which 
point to the fact that we have for- 
gotten as merchants and salesmen, 
how to think, how to work, and 
how to sell.” 


Why is new product selling the 
“easy way’? Because there’s little 
work involved. ‘New products can 
be sold the first time around through 
phone-calling operations. Pipe-fill- 
ing alone accounts for a sizeable 
mount of business,’’ Sahloff 
stressed. 

The G-E vice president worries 
that many in the industry “don’t 
seem willing to devote the time and 
trouble to achieve the extraordi- 
nary, if the ordinary can be ac- 
complished through less_ effort. 
Sahloff pointed to the fact that “‘re- 
wards are great in this industry for 
dealers and distributors who devi- 
ate from the normal. If one does a 
thing differently—changes one ad 


THIS IS THE SAFEST 


‘There's never been one like it This is the 
first automatic toaster made with a safe, 
durable sealed tubular heating element of 
the same type that is used in electric ranges. 


MACY'S BUREAU OF STANDARDS RAS 
PIONEERED AND DEVELOPED THRS NEW 
CONCEPT OF SAFETY IN A TOASTER 


Macy's Burean of Standards has supervised, 
checked and rechecked every step of the 
design and construction. The revult is an 
wuromatic toaster 90 sate that, even if you 
should happen to use a fork to tke your 
breakfast oveffins out, you will mot get a 
shock... there are no exposed wires inside. 














You'll find everything else: clean. compact 
fines, 2 S-way selector for toast from light 


It’s All Done 
Without Wires 


Macy’s New York last week in- 
troduced under its own Supre- 
Macy label a toaster that uses a 
sealed tubular heating element in- 
stead of the conventional wire 
element. 

Developed by Macy’s bureau of 
standards and made for the store 
by Son-Chief Electrics, Inc., Win- 
sted, Conn., the toaster retails for 
$13.88. The first New York ad 
(shown above) highlighted’ the 
toaster’s tubular element as a safety 
feature. Other ads are planned. 
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or remakes one consumer offer— 
this immediately places the doer 
head and _ shoulders above. the 
crowd.” 


Why are new products still vital? 
“We have often said that the hope 
of this industry lies in new prod- 
ucts,” explained Sahloff. “It is true 
we must continue to research and 
develop new items which promise 
utility—the products of tomorrow. 
But how about today? No one can 
afford to sit around and wait for 
dream merchandise. 

“We are forecasting moderate 
business increases for 1961 due pri- 
marily to the advent of new prod- 
ucts,”’ Sahloff said. 


What is G-E doing with new prod- 
ucts? The housewares division in- 
troduced 13 new products in 1960. 
According to Sahloff, the company 
will expend a great deal of energy 
to advertise, merchandise and edu- 
cate consumers on their virtues. 

G-E showed part of its 1961 line 
of new housewares in New York 
last week. Three of the eight prod- 
ucts shown were completely new; 
one was restyled. Here’s what was 
shown: 


New travel iron for steam or dry 
ironing on 110 or 220-volt AC or 
DC current. The F-39 weighs a 
little less than 2 pounds and car- 
ries a suggest list of $14.95. The 
handle folds flat and the translu- 
cent water bulb is removable for 
easier packing. Adapter plugs for 





' | Vornado’s Secret: 


most of the outlets found overseas, 
as well as a use-and-care book 
which lists the available power 
supplies in 26 foreign countries, are 
included with the iron. It will be 
available at retail in January. 


Automatic buffet skillet, the C-123, 
is also new and will list for $28.90 
when it’s available at retail in 
March. The 12-inch skillet has a 
2\%-quart capacity and is com- 
pletely immersible for cleaning. A 
removable temperature control 
provides controlled temperatures 
from 150 to 400 degrees. 


Upright canister vacuum cleaner, 
the C-100, is another new offering. 
It will be available at retail in 
January and will carry a $99.95 tag. 
The new cleaner features an up- 
right with a motor driven brush for 
rug and carpet cleaning, in combi- 
nation with a separate 1-hp can- 
ister-type vacuum cleaner. 


Not new but restyled is the F-71W, 
spray, steam and dry iron. When it 
reaches retail in January, it will 
carry a $22.95 tag. The F-71W fea- 
tures a detailed listing of the fabric 
to be ironed at each of three wash- 
and-wear settings on the control 
dial. 


Other products that have been in- 
troduced since last July include: a 
$19.95 home polisher, the HP-l, 
(EM Week, Nov. 14); a $19.95 knife, 
scissors and pencil sharpener, the 


NS-1, (EM Week, Oct. 31); a $29.95 | 


TRAVEL IRON and skillet were two 
new products shown by G-E last week. 


floor washer-dryer attachment for 
canister cleaners, the SC-1, (EM 
Week, Nov. 21); and a $59.95 air 
purifier, the AP-1, (EM Week, July 
25). 


A glimpse into the future was also 
on G-E’s agenda last week. A Ham- 
macher Schlemmer ad in the “New 
York Times” featured a new G-E 
Drape-O-Matic—an electric drape 
puller—for $29.95. It’s being tested 
in three areas. 





ieee’ s How 


_A Big Discounter Keeps Growing 





° 

Herbert Hubschman, dynamic 47- 
year-old president of Vornado, Inc., 
gave his formula at the company’s 
first annual meeting last week: New 
products, new stores, new mail or- 
der business. 

Vornado is the result of a merger 
last year of Two Guys From Harri- 
son, Inc., an 18-store eastern dis- 
count chain, and O. A. Sutton Corp., 
Inc., appliance manufacturer. Vor- 
nado, while it does not manufacture 
any products, distributes appliances 
and electric housewares under its 
own name to a nationwide network 
of franchised dealers. 

Currently bearing the Vornado 
trade name are air conditioners, 
vacuum cleaners, radios, barbecue 
grills, power mowers, fans, floor 
polishers, dehumidifiers, air puri- 
fiers, seed spreaders and a full line 
of small appliances. 

Hubschman told his stockholders: 


e Financial: Electric housewares 
sales in the first quarter of the new 
fiscal year are running about 15% 
ahead of last year. The profit struc- 
ture also is up. Although no figures 
were given, the company ended its 
first year Aug. 31 in the black, with 
net sales totaling $99,142,259 and 
profits amounting to $1,179,101 aft- 
er taxes and deduction of non-re- 
curring losses. 

Hubschman said in no other year 
did the combined sales of Sutton 
and Two Guys equal this amount. 


e New stores: Two Guys will open 
two stores next year, one in Sche- 
nectady, N. Y., another in Reading, 


Pa. This is part of a program that 
calls for the opening of two or three 
stores a year for the next five years 
or so. The outlets will be about 
110,000 square feet in area and will 
be located in and around cities of 
100,000 to 250,000 population. 

A ring of stores running from 
Baltimore along the Thruway into 
Pennsylvania and back to Baltimore 
is Hubschman’s hope. He said he 
was restricting the stores’ sites to 
areas around the Thruway because 
of the central warehousing setup of 
Vornado. This would keep operating 
costs down and insure one-day de- 
liveries. 


e@ Private label TV and radios: Vor- 
nado wants to put its own name on 
TV sets and possibly other major 
appliances. Presently the company 
sells water heaters and sinks under 
the Vornado name. The drawback 
here, according to Hubschman, is 
getting enough advance commit- 
ments from a number of big stores 
(for example, orders of 5,000 from 
each store for TVs) before Vornado 
attempts to contract for TV manu- 
facture. 

A recent trip to Japan by Hubsch- 
man resulted in a deal where a 
transistor radio maker there is pro- 
ducing sets for the Vornado brand. 
Hubschman said Vornado would 
continue the practice of contracting 
manufacturers to produce _ items, 
rather than go into the manufac- 
turing business itself. 


@ Mail order: Around the first of 
March, Vornado will mail 2 million 


64-page catalogs to consumers to 
kick off its mail order business. The 
Vornado label will be highlighted, 
with that of other manufacturers 
who want to pay their own way. 


e@ Franchise setup: The franchise 
dealer setup, created last May, has 
been successful and is continuing to 
grow. To date, about 300 retailers 
of all types have signed up. 

Concentrating in the South, the 
company franchised 62 dealers in 
Florida and 42 in Texas. The rea- 
son for the southern exposure: “A 
big part of our Vornado business 
is in air conditioners and fans. And 
Florida and Texas are big air con- 
ditioner and fan areas.’”’ When 
Hubschman first announced the 
program he said he was aiming for 
only 100 dealers the first year. In 
addition to the success of the Vor- 
nado name in other stores, he noted 
that Vornado products currently 
account for about 25% of all elec- 
trics sales in Two Guys stores. 


As a finale to the _ stockholders 
meeting, Hubschman took a swipe 
at Macy’s and other department 
stores that have a competitive edge 
over Two Guys by being able to 
take phone orders on Sunday. Two 
Guys recently was forced to close 
its stores on Sundays in certain 
areas. The case is now before the 
Supreme Court. 

Commenting on department store 
Sunday phone business, he stated: 

“The department store has al- 
ways been a seven-day business. 
Macy’s does $160,000 worth of 
phone business a year and the basis 
of this is Sunday business. We want 
to be competitive with these stores 
and we should be allowed to work 
at least as many days as they do.” 
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ERE'S WHY 


FSP RE-MANUFACTURED TIMERS CAN 





SAVE YOU COSTLY SERVICE CALL-BACKS 


Because they are completely rebuilt to meet original 
guality specifications of RCA WHIRLPOOL /aundry 
appliances, and to eliminate the 5 most common cal/l-back 
problems that can occur with “repaired” timers! 


FSP re-manufactured timers are not just 
repaired . . . not just checked . . . not just 
cleaned . . . but put through as exacting a 
manufacturing process as new timers. The 
present trouble is corrected as well as hidden 
wear that could cause future trouble. They are 
completely disassembled . . . parts cleaned and 
degreased in acid baths . . . and exterior parts 
bright-dipped and plated. 

See for yourself how each of the 5 most com- 
mon service problems . . . motors, contacts, 
gears, switch plates, escapements .. . are made 
“good as new”! 





Motors are disassembled, recon- 
ditioned and test run for 4 hours 


Motor gears and coils are carefully inspected and 
defective parts replaced. After re-assembly the 
unit is fully lubricated and subjected to the most 
strenuous use test. Every motor must start and 
stop 6 times a minute for 4 hours under load condi- 
tions at 90 volts. Then, the electrical circuit is 
given an extra high-potential test to protect you 
against the possibility of breakdown caused by 
any weakening of circuit during the quality test. 
Another assurance of dependability you get with 
re-manufactured timers. 





All contacts are mechanically 
cleaned, stoned and honed 


Positive, electrical contacts are essential to proper 
timer operation. After thorough cleaning, the points 
in a re-manufactured timer are chrome sealed for 
a hard finish, stoned and honed to a smooth con- 
tact surface. There are no ragged edges or rough 
surfaces common to many repair jobs where points 
are simply filed. 
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Cams and gears are given 
magnifying-glass inspection 


Through the powerful magnifying glass broken or 
bent gear teeth, chipped cams, even small flaws 
show up and are immediately corrected with a 
new part. When re-assembled, gears and cams are 
lubricated (not left dry as with most repaired 
units) with a long-lasting, non-conducting, silicone 
lubricant that decreases wear and drag. The result 
is longer use and more torque output for more 
efficient operation. 


Switch plates and arms 
are checked and adjusted 


Properly adjusted contact arms are just as im- 
portant to efficient electrical connections as the 
contacts themselves. The side plates in re-manu- 
factured timers are drawn and tightened, damaged 
ones replaced and carefully-adjusted. The arms 
are set to provide the maximum contact pressure 
allowable. ..and the contact clearances are checked 
and rechecked to assure proper operation. Such 
close attention as this to details is your assurance 
of satisfactory operation in your customers’ homes. 


Factory Specification 


&A) Whinkpoot 


HOME APPLIANCES 


meet the toughest specifications in the industry 





Parts for 






Escapements are carefully 
rebuilt from the bottom up 


The same attention a fine watch would get goes 
into re-manufacturing the escapement. Gears, 
pivot points and springs are scrutinized and re- 
placed if necessary. Every part is carefully as- 
sembled by hand. The entire unit is hot-dipped 
in a specially-developed oil compound to assure 
complete, lasting lubrication of all pivot points 
as well as gears. And, to assure efficient operation, 
it is tested for proper torque output. 


i ae 
Finally, every timer circuit 
is checked . . . and every timer 
test-run for entire cycle 


Nothing is left to chance! Completed, re-manu- 
factured timers are triple checked and tested to 
assure quality operation. The unique multiple- 
circuit tester shown above checks the electrical 
circuits on every timer. Then, in addition to the 
cycle operation checks during assembly, every 
timer is run through a complete cycle before ship- 
ment. Besides this, 4% of production run is sub- 
jected to an even more thorough quality test. 

Don’t gamble! Re-manufactured timers may cost 
a little more but can give you a whole lot more in 
customer satisfaction and assurance. See your 
RCA WHIRLPOOL distributor or authorized APJA 
parts jobber for both new and re-manufactured 
FsP timers. 





Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan 


Use ef trademarks GR ond RCA authorized by tredemerk owner Radie Corporation of America 





“Appliances? You too?” 





YOUR personal BUSINESS 


If you're a hunter—either serious or Sometimes—you now can bu 
hunters’ insurance. A typical policy covering a weekend hunting trip 


would give you $1,000 toward medical bills resulting from an accident 
and a $10,000 death benefit. Cost: $2. 

AAA 
Planning your retirement? A change in the Social Security Law will 
let you earn an increased amount without losing as much of your so- 
cial security benefits. Here's an explanation of the new ruling, which 
goes into effect after the first of the year. 





If you, while receiving your pension, earn more than $1,200 a year, $1 
of your benefits will be withheld for each $2 that you earn from $1,200 


to $1,500. What if your earnings exceed that amount? Your benefits 
will be reduced $1 for every $1 your earnings exceed $1,500. 





Why is this a a cp Under the present rule, you lose one month's 
benefit for every $80, or fraction of $80, by which yolirr outside earn- 
ings exceed the $1,200 limit. 





Regardless of how much you earn, you will get a benefit check for any 
month during which you neither earn more than $100 in wages nor render 


Substantial services in self-employment. 











What does the change add up to? One thing: Under current law, there's 
a chance of your bringing in more in total income (earnings plus so- 
cial security benefits), if you limit outside earnings to $1,200 
a year. Under the new law, that's no longer true. If you're a bene- 
ficiary who earns more than $1,200 a year, you'll always receive more 
in combined earnings and benefits than if you'd earned §1.200 or iss. 




















Usually, you'll get a better shake under the new rule. But there are 
exceptions. Here's an example of one: 

Assume that you make $1,359 in outside earnings, that you earn 
more than $100 in all months of the year and that your regular monthly 
benefit is $33, the minimum currently payable. 

Under present law, you would lose two months’ benefits ($66) bo- 
cause of your excess earnings of $159 ($1,359 minus $1,200). 

Under the new law, your excess earnings would be $79 (one-half of 
$159, reduced to the next lower multiple of $1), and you would lose 
a full $79 in benefits. 

However, individuals at the lower benefit levels are not very like- 
ly to earn more than $1,200 in a year since they did not consistently 
earn that much in covered work before reaching age 65. 








What does the ruling mean to you right now? If you've planned for 
your retirement with an eye to the old law, you may want to change 
those plans. Holding your outside earnings to $1,200 a year is no 
longer necessary to come out even or ahead. 


A A A 


Now's the time to plan your business transactions with an extra-care- 


ful eye toward possible tax savings. 














Corporations with taxable incomes in the neighborhood of $25,000 
should be especially careful. Below that figure, those corporations 
pay only the 30% normal tax—no surtax. 

But on every dollar of taxable income over $25,000, those corpora- 
tions pay 22¢ surtax in addition to the 350¢ normal tax. 














Here's an example of what you can do: 

If vour corporation has earned, to date, a taxable income of $20,- 
000, and you have two $4,000 orders for merchandise to be shipped and 
billed on or before Dec. 31, pigeonhole one of them. Fill it in Janu- 
ary, and you'll save yourself some $660. 
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IT ALL STARTED WHEN ... 


There’s Nothing New 
About Lights On 


Bright and early Christmas morn, thousands 
of children throughout the country will creep 
downstairs to be thrilled by a large evergreen 
tree draped with strings of brightly colored 
lights. The only thing modern about the sea- 
sonal burst of light is the expenditure; the cele- 
bration of Christmas with light is one of the 
oldest holiday traditions. It has been estimated 
that 374 million tree lights and uncounted mil- 
lions of candles are sold at the Yuletide season. 
In dollars and cents, Americans will spend more 
than $15 million on appropriate Christmas 
lighting. 


The custom of Christmas lights goes back to 
Biblical days, although it was Martin Luther, 
founder of the Lutheran Church, who first add- 
ed candles to the Christmas tree back in the 
early 16th century. It is said that Luther was 
strolling through the countryside one Christ- 
mas Eve, awed by the beauty of the evergreen 
forest under the starry sky. When he came 
home, he tried to re-create the scene for his 
family by attaching some lighted candles to a 
small evergreen. The custom of the illuminated 
evergreen trees spread to the Scandinavian 
countries in the early 19th century, and from 
there to France and England. 


Another story says that the lights of Christ- 
mas were originally intended to provide illu- 
mination for the Holy Family on the first 
Christmas Eve. What many people fail to re- 
alize is that on the night Jesus was born, 
candles burned in the Holy Land in celebration 
of Chanukah, the Jewish Festival of Light. 


Christmas lights have provided us with many 
charming customs and legends. For example an 
old French tale explains how the robin got its 
gaudy chest. It seems’that a bird charitably 
used its wings to fan the fire that kept the 
Christ Child warm as He lay in the manger. 
The glowing heat of the flames kept the robin’s 
breast red forever. 

In Mexico there is a Christmas custom in- 
volving lights, which is most colorful. On each 
of the eight nights prior to Christmas Eve, 
members of a family go from door to door car- 
rying candles and figurines of Mary and Joseph. 
At each door the family is turned away until 
they reach the eighth house. Here they are ad- 
mitted and sing their thanks. Next night a dif- 
ferent family goes forth, and so on until the 
cycle is completed. 


There was one occasion when the lights and 
gaiety of the season caused the banishment of 
Christmas celebration altegether. When Oliver 
Cromwell and his Puritan followers came to 
power in 1644, they looked askance at the gay 
and noisy celebration that had become a Christ- 
mas custom. They were particularly incensed 
over the Yule log. A huge tree, chopped down 
with much merrymaking and burned through- 
out the holiday, had been the focus of seasonal 
revelry since the pagan sun-worshipping rites 
of ancient Britain, which had also taken place 
in late December. That was enough for Crom- 
well—he banned Christmas as “immoral sun- 
worshippe.” 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger, 
who as an assistant editor on McGraw-Hill’s 
“Product Engineering,” is in a unique position 
to pursue the subject. For some years now he 
has written a widely read column of historical 
anecdotes for his own magazine. It makes such 
fascinating reading that EM Week has asked 
Leerburger to do a similar column for this page 
once a month. 



















The NHMA invites the nation’s buyers 
and merchandisers of housewares products 
to the most comprehensive industry show 
ever held. Products, people and merchan- 
dising ideas of JOS exhibitors 
will dramatize housewares progress against 
the spectacular backdrop of Chicago’s mag- 
nificent new lakefront exposition center. 
Don’t miss the only complete, the only na- 
tional picture of the housewares industry. 


Venn, 





Se 








34> NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 


(Monday thru Friday 9 A.M. to 5 P.M.) 


McCormick Place-Chicago 


ATTENTION, BUYERS! If you haven't applied for a hotel reservation, or for your advance 
admittance badge, write now on your leiterhead to the NHMA at the address below. 











Serving the housewares industry siuce 1958 


VP owmelel, vu ie tel er-) a's Vi ee el Coma’). i. t- ee tt jeleiy wale), | 


(incorporated not for profit) 


1130 Merchandise Mart + Chicago 54, illinois 
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SOUTH ZONE 


31 DIFFERENT DEALER LISTINGS 
130,578 Sunday Tribune 
circulation 


SOUTHWEST ZONE 


41 DIFFERENT DEALER LISTINGS 
220,865 Sunday Tribune 





circulation 


orice of 1 in the Chicago Tribune 


Spotty sales promotion efforts seldom ring the cash register 
in the Chicago market. Chicago is too complex; competition 
too great. 

That’s why a seasoned advertiser like R. COOPER, JR.., 
Chicago GE distributor, makes sustained use of the Tribune’s 
Dealer-Zone Plan to concentrate and control its Chicago 
promotion. It works like this: 

The Tribune’s city and suburban circulation is split into 
five separate zones on Sunday. On Thursday, there’s a 
three-way split. 

With the 5-column ad shown above, R. COOPER, JR. 
was able to pack more powerful local impact into its promo- 
tion by using a different list of local dealers in each zone. 
Each dealer received strong selling support in his own trad- 
ing areay yet R. COOPER, JR. retained complete control 
over the advertising program. 

Add up the dealer listings in all five zones and you'll find 
they total 181. Crammed into a single ad, they’d fill over 


two-thirds of the total space! 

Thanks to the Dealer-Zone Plan, there’s plenty of room 
for a full selling story. At the same time, dealers get a less- 
crowded listing and a closer identity with this forceful ad. 
They support this plan enthusiastically because they’ve seen 
it work time and time again to produce more sales and traffic 
in their stores. 

Manufacturers and distributors have invested millions of 
dollars in Dealer Zone advertising. It works in Chicago 
because the Tribune has the sales power needed to put it 
in action. 

When you plan your Chicago promotions, call in a Tribune 
representative early. He can supply vital marketing infor- 
mation, conduct briefing meetings for your staff, help you 
line up dealers. Most importantly, he’ll work with you on a 
Dealer-Zone Plan designed to move more merchandise for 
you in the nation’s second-largest market. Call him today 
for the full story. 


More readers...more advertising...more results— 


THE TRIBUNE GETS ’EM IN CHICAGO! 
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s the question we asked 18 
SERS. bees months ago when we described the 

























seeeeees sescses glamorous store which Phil, Della and 


Ken Spornitz had in Rochester, Minn. 
Now, they have a new store, more 
luxurious than the first. It is a good 





answer to the question... 


How Glamoro 


A store can be as glamorous as the budget will let it, but it doesn’t need to cost 
a lot of money, using these techniques. Even if it did, glamor hits people right 
in the eye and in the pocketbook, too. That’s the show business approach and 
that’s the approach Della Spornitz firmly believes in and firmly invests in. 

The results are such as to prove her right on both counts. Starting from 
a distinctly unglamorous service operation a few years back, the Spornitz 
family enterprise has burgeoned into Motorola’s top Minnesota retailer, ac- 
cording to the Forster Co., Motorola’s distributor. 

The big emphasis at Phil’s Electronic Center—the new store—in Northgate 





Glamor down the middle of new shopping center store in shopping center, Rochester, is on selling the big ticket, and every facet of 
Rochester, Minn., shows high-end Motorola stereo, but’ doesn’t the operation concentrates on this, especially the glamor. 

crowd the merchandise. Carpeted floor, soft lighting, acces- 

sories on tops key high-style approach. Glamor in the walls, 

below, gives both hi-fi and TV the living room setting treat- 

ment in the Della Spornitz style. Mrs. Spornitz, shown with 

the Motorola Touraine ensemble, says the “picture frame” 

idea for display of good furniture is something she’s wanted 

to do and turned out to be relatively inexpensive. 


Sa OO. 


SS 
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Private listening in public, left, is 
offered at the Listening Post with 
its six headsets. The Spornitzes 
went to records for the first time 
in the new store, find what they 
started for traffic brings in profits. 
The Listening Post settles the 
problems of handing out records, 
eliminates giggling groups, and 
makes listening a private affair. 
The “Post” sells mostly LP al- 
bums. 
Glamor for key customers is in 
the Key Club, right, a private 
listening room where customers 
can listen to good hi-fi while sit- 
ting on good furniture. It’s easy 
to figure out who gets keys—any 
customer who buys a $500 piece 
of merchandise or better. This 
adjunct to the Listening Post has 
" A paid off in sales as well as snob 
x ‘ appeal. The “Key” customers like 


an A Store Be? 


than they would standing. £ 
By KEN WARNER 








‘een-age glamor in the “Merry Ann” corner was 
esigned to move the “Top Forty” records to their 
pecialized audience. Run by Mary Ann Spornitz, 
ne Merry Ann hasn’t picked off its share of the 
usiness yet, but the Spornitzes figure it will catch 
n, are keeping it. Glamorous setting for auto 










Glamor treatment, above, of prior-year merchandise, trade-ins, 


adio sales, below, has paid off in high-end type specials is accomplished with the “Attic” on a balcony. Here, 

ear-speaker installations through radios and prices on used 21-inch consoles are around $109, 21-inch tables 

peakers built into coupler. Car radios are nothing with base get $99, 17-inch tables from $59 to $79. 

ew to the Spornitz enterprise, as their other And glamorous radio display uses home-type gim- 
cation offers drive-in service. Radios sold here cracks for familiarity, but picks up the mass display techniques, 
re installed there. Another good payer not shown too, to grab customer eyes in good-traffic shopping center store. 


; a hi-fi components room. 
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NEW 196] WESTINGHOUS 
~ RETAIL FRANCHISE RAISES 
INDUSTRY STANDARDS FOI 
DEALER-FACTORY PARTNERSHI 


Diamond Jubilee franchise revitalizes 
Appliance Business with its dedication to: 











Quality in Product 
Quality in Sales Power 
Quality in Business Relations 





Only Westinghouse has all these selling fea 
tures for its dealers... 


e Most complete line in the industry 


e Promotions and training tested and approved 
by dealers 


e Quistanding Consumer Service program 


e Flexible financing for inventory and consume? 


e all these, Plus...a National Dealer Counct 
to consult, advise, and review on matters oj 
extreme importance to appliance retailers. 


BROWN McCOLLUM LLOYD BELL 
JACK ROOK Waco, West Palm Beach, FRANK KIRBY 
Boulder Texas Florida Anniston, JACK MOONEY 
Marion 


Alabama 
Colorado pesca PETER DAFNIS 
Baltimore, 
BARNEY SCHAEFERS a BERNARD FORTIN 
Seattie, Woonsocket, 
Washington Rhode Island 





This Westinghouse National Dealer Council is a selected 

group of typical dealers from all sections of the country tc 

represent all Westinghouse Dealers at the factory. 
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Westinghouse offers these decisive steps 
to a profitable partnership 








THE 
WESTINGHOUSE 
PLEDGE 


We believe in the future of the Electric Appliance business. 
We believe that factory and dealer, by working together, can produce and sell 
quality products at a reasonable profit for a better way of business life. 


TO THIS END WE PLEDGE: 
HIGH QUALITY PRODUCTS—endorsed by National Dealer Council. 


DEPENDABLE SERViICE—customer satisfaction assured through good training 
and fast parts supply. 


COMPENSATION—/or abnormal costs in case of unusual product failure. 
COMPETITIVE AND EQUITABLE PRICING —with price protection. 
STRONG ADVERTISING—Jlocal and national, to pre-sell prospects. 


AGGRESSIVE PROMOTIONS —pre-tested at retail and endorsed by National 
Dealer Council. 


PRODUCTIVE SALES TRAINING—/ollowing recommendations of the National 
Dealer Council. 


EFFECTIVE DISPLAY — point-of-sale materials and product mix. 


ADEQUATE FINANCING—competitive and flexible plans for retail sales and 
stock. 


GOOD BUSINESS MANAGEMENT—couwnsel based on practical experience. 


MARKET OPPORTUNITY —through policy of fewest dealers needed to sell fair 
share of industry, assuring dealer opportunity for good return on investment. 




















For full particulars, ask for the new Westing- 
house Diamond Jubilee franchise presenta- 
tion from your nearby Westinghouse Dis- 
tributor, or write . . . Dealer Development 
Department, Westinghouse, Mansfield, Ohio 
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— You can \ 
squeeze more profits 


out of th 








QUIET KOOL 
Emerson Radio and 
Phonograph 

New York, New York 


ADMIRAL IMPERIAL 
Admiral Corporation 
Chicago 47, Illinois 


BERNS AIR KING 
Berns Air King Corporation Cory Corporation 
Chicago 18, Tlinois Chicago 45, Iilinois 


COMFORT-AIRE RCA WHIRLPOOL 
FRESH’ND-AIRE by CORY n AIRE fo 


irlpool Corporation 
St. Joseph, Michigan 








Heat ’ 
Jackson, Michigan 





Now’s your chance to capitalize on 
the big untapped dehumidifier market! 


Today, as never before, your customers are con- 
scious of the humidity in their homes. They have 
been deluged with articles about the damage ex- 
cess moisture can do to their health and property. 
And every time they go into their basements, 
home laundries, storage rooms or workshops, 
they see for themselves what a problem humidity 
can be. 


The market indicates this new awareness. De- 
humidifier sales have more than quadrupled since 
1950. In 1960 alone, they were expected to in- 
crease 9%.* But statistics show we have only 
scratched the surface. 

Today, 97.4% of all wired homes in the United 
States still have no means of dehumidification.* 
Based on 50.6 million domestic and farm electric 
users, this makes 49,275,000 prospective custom- 
ers waiting to be sold on the benefits of this 
relatively inexpensive appliance. Now is your 
Opportunity to really increase your profits by 
selling electric dehumidifiers to every customer 
that comes into your store. 

Practically everything your customers own can 
be damaged by excess moisture. Remind them 
of this. And show them how your dehumidifiers 


*Source: Electrical Merchandising Week 


will remove this moisture to keep the humidity 
in their homes at a safe level. 


Explain that a dehumidifier will prevent rust, 
rot, mold and mildew. It will reduce peeling 
wallpaper, cracked plaster, warped furniture and 
popping floor tile. It will speed the drying of 
clothes and stop the caking of sugar and salt. 
And it will reduce the humidity in your custom- 
ers’ homes enough to keep them comfortable 
even on muggy days. 

You'll find electric dehumidifiers can be more 
profitable in many ways. There’s no trade-in to 
consider and no installation or service problems. 
What's more, customers can often use more than 
one dehumidifier in their homes which means 
you double your profits on many sales. 


Electric utilities across the country are devoting 
ever-increasing effort to promoting more dehu- 
midifier sales for you. 

The dehumidifier manufacturers listed above 
are ready to supply you with high-powered sales 
aids to help you convince your customers that 
electric dehumidifiers are the answer to their 
humidity problems. We'll be glad to see that you 
get free samples of this merchandising material, 
if you'll just fill in the coupon below and tell us 
who your manufacturer is. Mail the coupon and 
watch your profits grow! 





Increase sales, upgrade profits 
with Honeywell’s new 
HA45E Dehumidifier Control 


The new HA45E automatically turns 
dehumidifiers on whenever moisture 
in the air becomes excessive—turns 
them off again as soon as humidity 
reaches a safe level. 

It's the only dehumidifier control 
that reacts to moisture content alone. 
It will not overcycle and allows 
plenty of time between each cycle 
for the moisture-collecting process 
to set in. 

It eliminates overtime operation 
to add to the life of your dehumidi- 
fiers and reduce electric bills. And, 
of course, there’s extra profit for 
you in every sale. 

This is why the dehumidifier 
manufacturers listed above a// fea- 
ture the new HA45E Dehumidifier 
Control. 














MINNEAPOLIS-HONEY WELL 
Dept. EM-12-179 


Minneapolis 8, Minnesota 


Honeywell 


PLEASE rush my free electric dehumidifier merchandising aids. 


My manufacturer is:_ 





(Name of Company) 


ee ee 
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City :_ en State 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


General Electric floor machines e Trade-Wind and 
Berko bathroom heaters e Acme packaged kitchen e 
Waste King built-in range line e DuMont color TV 
sets e Granco FM-AM radio e Berns Air King fans 


eee eee 





TRADE-WIND Bathroom 
Ceiling Units 


Both instantaneous heat and effective 
ventilation are combined in the Duo, 
a new bathroom ceiling unit which 
incorporates an electrically reversible 
axial flow fan which provides forced 
air for both heating and ventilating 
cycles. 

Heating elements in units produce 
radiant and convection heat, reach 
peak efficiency of 4950 Btu instantly. 
In the exhaust cycle more than ade- 
quate ventilation is provided to elim- 
inate steam, dampness and odors 
from the bathroom. The combination 
unit features a flush mounted bright 
chrome grille; a draft-free forced air 
heating honeycomb section of grille is 
featured. A 2-way switch is supplied 
with unit and housing is equipped 
with an adjustable bar for mounting 






oS 
between joists. 

Another recessed bathroom ceiling 
heater also available has draft-free 
circulation, concealed motor and 
fan assembly; flush-mounted grille; 
chrome finish. Prices, Duo, $52; other 
model, $32. Trade-Wind Div., Robbins 
& Myers, Inc., 7755 Paramount PI. 
Pico Rivera, Calif. 








GENERAL ELECTRIC Floor Machines 


New C-100 vacuum cleaner operates 
as an upright for rugs and carpets, as 
canister with attachments for above- 
the-floor. 

Upright attachment with 11-in.-wide 
motor driven brush for rugs and car- 
pets has a built-in light. It lowers all 
the way to floor for cleaning under 
low furniture. A vinyl bumper pro- 
tects furniture and baseboards. 
Canister has a separate 1-hp input 
motor, vinyl bumper, casters, large 
throw-away dust bag. Attachments 
include dust brush, crevice tool, up- 
holstery nozzle, floor and wall brush, 
extra set of wands. Upright attach- 
ment hangs flat against wall or stands 
in closet. A hang-up storage bag is 
provided for attachments. Ivory with 
copper trim. 

Price, $99.50. 


The SC-1 floor washer-dryer attach- 
ment connects to blower outlet of 
G-E canister cleaners. It dispenses 
clean wash water, scrubs with a ny- 
lon brush, dries by automatically 
vacuuming up dirty water and blow- 
ing a stream of warm air over floor. 

It has 1%-qt. water capacity, 
enough for a 15x20-ft. room with 1 
filling, separate tanks for clean and 
dirty water, combination handle and 
stand which can be used to carry 
unit or to support it on the floor; 
weighs 7% lbs. empty. 

Will be sold with C-9 cleaner in 
horizon blue as a 2-in-1 special, No. 
C-9SC, packed in a single carton as 
1 unit. 

Price, $64.88 the pair. General Elec- 
tric Co., Vacuum Cleaner Dept., 
Bridgeport, Conn. 








ACME Announces a Compact 


Acme-National announces Debonaire, 
a 5-in-1 “packaged kitchen.” 

It is suitable for offices, homes, 
playrooms, motels, resorts, cabins. 

Features include a 5'%-cu.-ft. ca- 
pacity refrigerator with 2 inner door 
shelves, and a 25-lb. horizontal freez- 
er that holds up to 9 ice trays. 

The storage cabinet has 3 inner door 
shelves with plenty of room for bot- 
tled goods and glasses. 

It is also equipped with a 2-burner 
range, a large family sink. The table 
top server is of stain- and burn-re- 
sistant formica. 

A foot pedal opens the door, elimi- 
nating handles. 

Styled to harmonize with any decor, 
it is available with painted black 
satin and wood-grained walnut, ma- 
hogany and blonde finishes. 


“Kitchen” 


It is also obtainable without sink 
and cooking range. Acme-National 
Refrigeration Co., Inc., 19-26 Hazen 
St., Astoria 5, N. Y. 





BERNS AIR KING Fans 


“Picture-Frame” styling is featured 
in 4 multi-purpose window and port- 
able fans by Berns Air King for 1961. 
They feature white plastic safety 
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grilles with beigetone housing. 
BA-14, 14-in. 2-speed pushbutton fan, 
comes complete with adjustable 
swivel floor stand and casement win- 
dow hanger bar. Stand does not have 
to be removed when fan is mounted 
in casement. 

BA-20, 20-in. 3-speed pushbutton 
model, converts into a Fan-Mobile by 
attaching to tilting Mobile Stand, 
which is adjustable to most window 
levels. 

BE-20, 2-speed rotary switch, 20-in. 
deluxe electrically reversible fan, can 
be changed from intake to exhaust or 
back. Mobile Stand optional. 
BET-20, electrically reversible fan 
with automatic thermostat, on-off sig- 
nal light and 3-speed pushbutton con- 
trol; light glows when fan is on. 
Prices, from $29.95 to $49.95. Bern 
Air King Corp., 3050 N. Rockwell St., 
Chicago 18. 








BERKO Heater 
No. BBT600, 2-ft. glass radiant base- 
board heater for bathrooms, is rated 
at 600w, 120 or 240v. Room is filled 
with draft-free radiant heat; requires 
no fan for circulation; installs on wall 
surface above sanitary base and ex- 
tends 2 in. from wall; features a 
built-in automatic thermostat; comes 
in polished chrome or grey enamel. 
Berko Electric Mfg. Corp., 212-40 Ja- 
maica Ave., Queens Village 28, N. Y. 
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WASTE KING UNIVERSAL Announces Built-Ins 


A 4-model line of electric built-in 
ovens and surface cooking elements 
highlighting the clean-line styling of 
industrial designer Henry Dreyfuss is 
now being marketed by Waste King 
Universal. 
Outstanding feature of the 2 Imperial 
ovens is an easy-to-use Roast Guide 
which provides clock-controlled bak- 
ing and roasting by dialing the weight 
of the roast and the time the user 
wishes it finished. An automatic con- 
trol does the rest. 
The 2 Custom models are equipped 
with a clock and 4-hr. timer. 
Features common to the line are 
full-width heat-saver oven doors, 
Fiberglas-insulated and removable for 
cleaning; large ovens that hold a 
complete meal for 8; reversible oven 
racks providing from 5 to 10 bake and 





broil positions; double-stippled por- 
celain lining bonded to entire oven 
and broiler pan for protection and 
easy cleaning. 

Removable element bowls’ with 
spill-proof outer edges on _ surface 
units are another cleaning feature. 

All models have large oven win- 
dows with patterned glass to hide in- 
terior when inside light is off. Line 
comes in a choice of chrome, white, 
coppertone, woodtone brown, canary, 
pink or turquoise. Full-width oven 
doors, handles, and control knobs. 
Imperials come with double or single 
oven; Customs have single oven or 
singie oven with warmer below; sur- 
face units have 4 elements as stand- 
ard equipment. Waste King Corp., 
3300 E. 50th St., Los Angeles 58. Sub. 
Cribben & Sexton Co., Chicago, Ill. 





BERNS AIR KING 


Dehumidifier 


Berns Air King has expanded its de- 
humidifier line for 1961 by adding a 
new 1/6-hp model. 

No. DH16-H dehumidifies enclosed 
areas up to 13,000 cu. ft.; features an 
automatic humidistat that gives con- 
stant, automatic protection against 
moisture damage; turns the unit on 
automatically, if humidity rises above 
danger level and turns it off when 
humidity drops. 

The new color treatment contrasts 
an Imperial blue cabinet with an 
ivory grille. 

No. DH16-H is permanently oiled and 
hermetically sealed; needs no main- 
tenance; operates by simply plugging 
in; removes 28 pts. moisture every 24 
hrs.; features include a fitting for a 


permanent drain, all-steel construc- 
tion metal gliders; includes a 2-gal. 
rustproof water container and rubber 
covered cord and plug. 

Price, $134.95. Berns Air King Corp., 
3050 N. Rockwell St., Chicago 18. 
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DUMONT Introduces Color TV Consoles 


The DuMont Div., DuMont-Emerson, 
has introduced 2 new DuMont 21-in. 
color TV consoles Karlsen and Brook- 
ville, to the 1961 Collector Series of 
TV, radio and stereo hi-fi instruments. 
The Karlsen, a Danish console styled 
in walnut and housed in a custom 
crafted cabinet of certified hardwood, 
incorporates a full power transformer 
chassis providing 24,000v_ picture 
power; Perma-tune; 43 tube func- 
tions; tube protector; picture sta- 
bilizer and simplified tuning. It is 
equipped with compensated volume 
control; full-range tone control; 
phono-jack and high efficiency ex- 
tended range speaker system consist- 
ing of 1 coaxial speaker and 2 
tweeters. 

The Brookville, housed in an authen- 
tic Contemporary lowboy console 


DUMONT BROOKVILLE 


styled in matched mahogany, is 
equipped with identical components 
as the Karlsen. 

Price, each, $795. The DuMont Div., 
DuMont-Emerson Corp., 14th & Coles 
Sts., Jersey City 2, N. J. 
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GIBSON 


12-MILLION 
PROSPECTS 
AND NO 
COMPETTTION! 


MARKIE TMASTER 


Every family which owns (or plans to buy) a 
freezer needs a freezer-less, all-refrigerator 
Marketmaster. And that’s more than 12,000,- 
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000 families—lots more! Gibson got rid of un- 
needed freezer space in the Marketmaster to 
provide room for everything, room to spare— 
and the same even temperature everywhere! 





National power behind Marketmaster! 
Full-page ads in Good Housekeeping and Par- 
ents help tell the exclusive Marketmaster story 
for you. And what a story! Handy Freez’rette 
for daily frozen food needs. . 
Air cooling for the even-est cold ever built into 
a refrigerator . . . lots and lots more fresh food 
space! Best of all, Marketmaster (the refrigera- 


. Conditioned- 


tor for 12,000,000 freezer-owning families) is 
exclusively yours from Gibson! 


(ESO 


Gibson Refrigerator Sales Corporation, Greenville, Michigan, Subsidiary of HUPP Corporation 








UTAH Speaker 


PT-2, wall-mounted extension speak- 
er, 3 in. deep; requires minimum 
space. Intended as a second speaker 
for a monaural or stereo hi-fi system, 
it features a 6x9-in. inverted woofer, 
a 3x5-in. tweeter and a bass relief 
port. Blonde or mahogany finish; 
provides 8w power and 8 ohms im- 
pedance. Price, $32.50. Utah Radio & 
Electronic Corp., 1124 E. Franklin St., 
Huntington, Ind. 





TALK-A-PHONE Intercom 


A new 16-station home _ intercom 
system designed to be interchange- 
able with an 8-station system pro- 
vides complete intercom as well as 
radio for interior and exterior areas 
of the home. Outside doors can be 
answered from any room; conversa- 
tions between rooms; baby or sick 
rooms monitored; private and non- 
private conversations held. Talk-A- 
Phone Co., 5013 N. Kedzie, Chicago. 





GRANCO FM-AM Radio 
Granco announces an FM-AM table 
radio No. 702 equipped with AFC; 
Auto-G coaxial tuner; built-in “Line- 
tenna’”’; provision for connecting ex- 
ternal antenna; an extended-range 
Alnico V speaker; in a 9%x4x5-in. 
case; all-white mist, slate and white, 
mocha and white with gold tone 
overlays on all models. Price, $42.95. 
Granco Div., DuMont-Emerson Corp., 
Jersey City 2, N. J. 
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FIRE GRILLE 

Fireplace Grill 

An indoor fireplace grill that pro- 
vides indoor or outdoor cooking the 
year round. The set consists of a 
cast-iron grate with log holds, an at- 
tached grate arm to hold the grill 
post and grill which swings out of 
the way to permit closing of fireplace 
screen; a grill post, which with its 
adjustable grill holder, is detachable; 
the grill itself is easily removed for 
loading, cleaning and storing, plus a 
telescoping drip and serving tray of 
anodized aluminum. 

A special, easy-to-use yoke spring 
permits an overhinging effect of the 
grill sections and creates an overall 
spring tension that will hold meat 
pieces of varying thicknesses with a 
firm non-slip grip. It is adjustable, 
providing perfect cooking control; 


may be raised or lowered on the grill 
post for proper heights above the fire 
or it may be moved in or out as de- 
sired, and it also swings in and out 
over the fire for loading and unload- 
ing. It may also be rotated or held 
firmly at any angle. May be used over 
wood fires as well as charcoal. A spe- 
cial draft grate which holds small 
embers for charcoal cooking either 
indoor or out is also included. Fire 
Grille Co., 87 Dorsa Ave., Livingston, 
N. J. 





DAIRY FARM Spice Set 


A 7-piece aluminum Dairy Farm spice 
set consisting of 6 miniature replicas 
of dairy milk cans nearly 4 in. tall 
and a wall bracket was recently in- 
troduced by Aluminum Housewares 
Co. Each unit has a snap tight lid 
that keeps the contents pure and dry. 
The 7-piece set is gift packaged. 

A Dairy Farm range set consisting of 
salt and pepper shakers which are 
miniature dairy milk cans and a 





grease saver in the form of a small 
milking pail is also announced. The 
grease saver has a tight fitting lid, 
removable strainer and heavy bail 
handle. This farm range set is also 
gift packaged. Prices, the spice set, 
$2.98; the range set, $1.98. Alumi- 
num Housewares Co., Inc., St. Louis, 
Mo. 











BEAUTY-FOLD Table 


A lithographed steel folding table in 
marble and walnut finish in 24x60 or 
30x72-in. sizes, $11.95 and $19.95. All- 
Luminum Products, Philadelphia 46. 
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MEYER Clean-Cart 
Clean-Cart, No. 500, is made of %-in. 
and %4-in. zinc-plated tubing; has 4- 
in. wheels and plastic baskets. W. F. 
Meyer & Sons, Inc., 400 N. Wells St., 
Chicago 10. 








WESTCLOX 8-Day Clock 
“Embers,” top-of-the-line diamond- 
shaped 8-day keywound decorative 
wall clock, is framed in mahogany 
with golden spun circular dial on a 
gold and white background. $29.25. 
Westclox Div. Gen. Time Corp., La 
Salle, Tl. 
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A Frigidaire dealer talks about his franchise... 




































The historic “‘people of Mt. Rushmore” are Mr. M. J. Larkin’s neighbors. He has an appliance dealership, 
The Larkin and Jones Co.,in Rapid City, S. D. And he’s exclusively Frigidaire; the reason being, he says... 


“Frigidaire qualitys more than skin deep!” 


“Sure, there’s plenty of Frigidaire quality on the surface. But it 


y 


goes deeper than that! There’s the Meter-Miser power plant 
for instance, inside the refrigerator. It just won’t quit! So customers 
seldom quit me. My Frigidaire business grows bigger every day!” 


At Frigidaire, it’s not just a matter of good business to turn 
out good, quality products. It’s pride! We like to know that we 
measure-up to the high standards of people such as Mr. Larkin. 


REFRIGERATORS °« 


ELECTRIC RANGES -« 
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FOOD FREEZERS 


FRIGIDAIRE 


DIVISION OF GENERAL MOTORS 


HOME LAUNDRY EQUIPMENT 


ROOM AIR CONDITIONERS + DISHWASHERS «+ DISPOSERS ¢ BUILT-IN RANGES «+ WATER HEATERS 
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CONTINUED FROM PAGE | 

Top executives at Kelvinator’s 
Detroit headquarters last week shot 
down rumors that the division’s do- 
mestic business was headed for 
trouble in an exclusive interview 
with EM Week editors. 

Confirming that he had told an 
audience that this was a critical 
year for the division’s Grand Rapids - 
manufacturing operation, American 
Motors’ President George Romney 
explained he had been delivering a 
speech intended only for employees 
at that plant. 

“The appliance division as a 
whole (domestic plus foreign busi- 
ness) has been operating profitably, 


oing On At Kelvinator? 


though at a very unsatisfactory 
level,” Romney underlined. “We be- 
lieve we can change that level.” 

Then he and other top men out- 
lined the problems facing Kelvina- 
tor and the appliance industry— 
and told how they planned to meet 
them. 


EXECUTIVE CHANGES: 


In a shift that’s designed to get 
maximum mileage out of executive 
talent, American Motors has erased 
divisional distinctions and has 
placed appliance and automotive 
operations under a set of top men 
who will wear both hats. These are 


new key men in the operation: 

Bernard A. Chapman, long a fig- 
ure of stature in the appliance in- 
dustry, will be executive vice pres- 
ident responsible for all automotive 
and appliance manufacturing, engi- 
neering, styling and procurement. 
For some of his ideas on production 
and pricing, see below. 

Roy A. Abernethy, described as 
“a dealer man” when he headed 
automotive distribution and mar- 
keting, will now handle the same 
areas for the appliance operation as 
well. An appliance pro of four 
hours, he had this comment for 
EM Week editors the day he as- 
sumed his new position: “If you be- 





MAGIC 


The board of directors of Dixie Products, 
Ine., recently voted to consolidate all 
divisions under the corporate name — 
MAGIC CHEF, INC. 


yew CORPORATION 
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In January, you will see unveiled a 
totally new line of Magic Chef gas and 
electric ranges. 
complete Magic Chef line, from competi- 
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You will have a wider, a 
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lieve in your product, you can sell 
it. That worked for Rambler and 
itll work for Kelvinator.” 

Homer L. Travis, vice president 
in charge of Kelvinator sales, will 
continue to head up the domestic 
appliance sales organization. 

For other executive shifts at Kel- 
vinator, see page 23. 

With these men in the key Amer- 
ican Motors’ positions, Romney 
said, “The appliance part of the op- 
eration is going to get a greater 
degree of top executive attention.” 
In ‘fact, it’s obvious that, with the 
Rambler division in shape, Romney 
was ready to turn his personal dy- 
namo toward the Kelvinator side of 
the business. 


PRICING DILEMMA: 


One of the first—and biggest— 
problems Kelvinator’s stable of ex- 
ecutive talent will tackle is the cost- 
price spiral in appliances. 

“Manufacturers have got to rec- 
ognize that unjustifiable downward 
pricing has got to stop,” Chapman 
asserted. “Legally? Yes indeed. It 
can be done by the top people of the 
appliance industry taking a deep 
rooted concern in the matter... 
by a legal and moral program of 
standing up and saying ‘We’re en- 
titled to a fair price for our prod- 
uct; ”’ 

Chapman defended his view that 
prices must go up by pointing out 
some impressive manufacturing re- 
sults that Kelvinator has achieved 
—results that still don’t bring costs 
down far enough to jibe with plum- 
meting prices. 

For instance, comparing figures 
from 1954 and 1959, refrigerator 
prices have dropped 28%; ranges, 
2%; washers, 7%; But, between 
1954 and 1960 cold rolled steel 
prices have jumped 18%. And labor 
costs at Keivinator’s Grand Rapids 
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tive starting numbers to high-end models, 
on your floor. For the first time, you will 
be able to sell Magic Chef electric ranges 
and a new line of Magic Chef freezers. 
You will see frequent and imaginative 
Magic Chef national advertising. You 
will have planned, varied retail promo- 
tions tailored to your merchandising 
requirements. 


The decision to consolidate operations 
follows careful study of market research 
substantiating the outstanding brand 
identity of Magic Chef as well as consider- 
ation of the advantages of single-purpose 
marketing and manufacturing efforts. 


plant have zoomed up 28%. 

“At the same time,’ Chapman 
clinched his argument, “through de- 
sign, manufacturing equipment and 
methods, Kelvinator has achieved 
“these reductions in man-hours-re- 
quired-to-make and total manufac- 
turing cost: 

e Double-door refrigerator: man- 
hours down 34%; cost down 7%. 

e Single-door refrigerator: man- 
hours down 24%; cost down 3%.” 


PRODUCT PLANS: 


Turning from problems to oppor- 
tunities, Chapman said he looked 
for product improvement at Kel- 
vinator. ‘But a unique opportunity 
for a proauct like the Rambler has 
not yet developed Product 
moves are not likely to be as 
dramatic.” 

Romney was more specific in his 
outline of Kelvinator product plans. 
‘“‘We’ve never been able to achieve 
penetration with other white goods 
as with refrigerators. Automatic 
| washers offer an obvious oppor- 
| tunity for Kelvinator. 

“And we haven’t entered 

| some of the new and expanding ap- 
| pliance fields because of the need 
| to set our own house in order first. 
| But we’re undertaking constant re- 
| 
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Magic Chef, Inc., emerges as one of the 
largest range manufacturers in the nation. 


g 
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Under the direction of the dynamic 
leadership that sparked Dixie’s phenome- 
nal rise in the industry, the new Magic 
Chef corporation will enjoy the power of 
the combined marketing and management 
know-how that so ably led the separate 
divisions. Now, all corporate efforts will 
be devoted to strengthening the competi- 
tive position of Magic Chef. 


And there is more to come. Research 
and development facilities will be greatly 
expanded, resulting in a constant im- 
provement of Magic Chef... in the con- 
tinual development of new features and 
new products. There will be a constant 
search for new answers to your merchan- 
dising problems, for new approaches to 
advertising on both the national and local 
levels. 
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As a start, manufacturing facilities 
have been expanded to an output of 1700 


: Already, your dealership is more im- 
ranges daily. 


portant ... your competitive position is 
stronger. And as Magic Chef, Inc., builds, 
expands and creates, your future grows 
brighter with ours. ; 


Soon you will see further tangible evi- 
dence of the new spirit and new power 
that is Magic Chef, Inc. 


MAGIC CHEF. 
CLEVELAND, TENNESSEE 


into 


search and development . . . We’ve 
come up with new product oppor- 
tunities in other fields. And we’re 
on the verge of making moves in the 
built-in area.” 
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PEOPLE iii 
in the NEWS {iii 


American Motors Corp.—A realign- 
ment of top executives (see page 
22) resulted in these new assign- 
ments: Roy D. Chapin Jr., execu- 
tive vice president and _ general 
manager of the automotive division, 
became executive vice president re- 
sponsible for fiscal and international 
activities in both the automotive 
and appliance fields. Bernard A. 
Chapman, executive vice president 
and general manager of the appli- 
ance division, will be executive vice 
president responsible for all auto- 
motive and appliance manufactur- 
ing, engineering, styling and pro- 
curement. 

Roy A. Abernethy, vice president 
of distribution and marketing, was 
elected vice president responsible 
‘for automobile and appliance dis- 
tribution and marketing. 

John W. Raisbeck, assistant to 
the president, was elected vice 
president, sales operations. Richard 
T. Purdy, treasurer, was made vice 
president and treasurer; Donald P. 
Else, comptroller, was named vice 
president and comptroller. Joseph 
W. Eskridge, vice president and 
general manager of the special 
products division, will continue as 
vice president in charge of defense 
production. 

Homer L. Travis, vice president 
in charge of Kelvinator sales, con- 
tinues as head of the domestic ap- 
pliance sales organizations. 


Landers, Frary and Clark—Arnold 
Bahder was named director of sales 
for the Handy-Hannah division. He 
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Chapman 
of Amer. Motors 


Abernethy 
of Amer. Motors 


formerly was administrative sales 
assistant and he succeeds M. F. Mo- 
riarty, who resigned. 


Lau Blower Co.—John M. Furin 
was appointed sales manager for the 
Home Comfort Products division. 
He formerly was assistant sales 





Raisbeck 
of Amer. Motors 


Furin 
of Lau Blower 


manager for Viking Air Products. 


Toastmaster—Earl W. Lewis was 
named advertising manager of the 
division of the McGraw-Edison Co. 
He was vice president and account 
executive at Meyer Merchandising 
Service. 








Bahder Lewis 
of LFC of Toastmaster 
Quicfrez, Inc.—Robert Bourgette 


has been named sales representa- 
tive for the Northern Pacific Coast 
area. Herbert Rollins was named 
sales representative for national key 
chain and department store ac- 
counts. 

Continued on page 25 














Pocket-size portable 


Quick change act! 


Click! 





Table-top radio 


New Grundig % Majestic 
All-transistor’ Mini-Convertible’ 


Just in time for Christmas selling! 


Powerful 8-transistor performance! 

Imported from West Germany. A precision, pocket-sized 
fully transistorized portable that converts into a full-voice 
“table radio—simply by inserting it into the companion 
table-cabinet! Automatically switches to the larger speaker 
in table-cabinet for rich, room-filling sound. It goes 
anywhere—plays anywhere. Two-tone radio case, 
44%x2%x1". Matching table-cabinet, 9%x44%x1%". 

With leather carrying case. Beautifully gift boxed. 

Hurry! Initial quantities limited . . . order now. 


Imported exclusively by AMasestio INTERNATIONAL SALES division of THE WILCOX-GAY CORPORATION 


743 N. LaSalle St., Chicago 10, Illinois 75 Sedgwick St., Brooklyn 31, New York 





ONLY 


59" 
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for 
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DO YOU CARRY THE RIGHT LINE OF POWER MOWERS? 


Certified 


A Complete Line of Quality ROTARIES 


CERTIFIED .. 


Model 2227 
22” SELF-PROPELLED 
DELUXE ROTARY 


Two-speed transmission « Hinged-tip deflector 
blade with 100% crankshaft guarantee - New 
wind-up starter + Safety starter release on 
handle - Fingertip Choke-o-Matic throttle 
« Fingertip clutch ~-All-enclosed front wheel 
drive + Reinforced all-steel ‘‘armor plate’’ 
frame + Quick cutting height adjustments 
PLUS many more outstanding features 


a 


& | 


22” Self-Pro 
Deluxe Ro’ 


3 


21” Reei-type 


18” Free-Wheeling 


Deluxe Rotary 


26” and 21” 


yh =e 
Rotary Tilier 


i 


designed, priced 
and promoted for the 
major appliance market 


Mode! 2115 
21” DELUXE REEL-TYPE 


New wind-up starter 


+ Safety starter release 


on handle - Fingertip Choke-o-Matic throttle 


+ Fingertip clutch 


« All-steel ‘‘box-type’’ con- 


struction + Trouble-free chain and V-belt drive 
« Positive cutting height adjustments « Aus- 
tempered steel cutting blades 


PLUS many more outstanding features 


A Complete Line of Quality REELS 


- 


ek ee eo ee ee ee ty 


24” Deluxe 
Riding Rotary 


¢ 


taserte Trimmer 


ONE SOURCE FOR ALL LAWN NEEDS 


Contact your Certified jobber or 
mail coupon below for full details 
of the famous CertiFIVE Profit Plan! 


WESTERN TOOL AND STAMPING COMPANY 
2725 Second Ave. + Des Moines 13, lowa 
DEPT. EMC 5 

















CASWELL SPEARE 
HARRY C. HAHN 


PUBLISHER 


ASSISTANT TO THE 
PUBLISHER 
DALE R. BAUER ADVERTISING SALES 
MANAGER 


PHILIP G. WEATHERBY 
GENERAL MANAGER, 
HOME GOODS DATA BOOK 
ROBERT J. TUCKER DIRECTOR OF 
CREATIVE MARKETING 
HENRY J. CAREY DIRECTOR OF 
MARKET RESEARCH 


PETER HUGHES PRODUCTION MANAGER 
MARIE RESTAINO 


PRODUCTION 
ASSISTANT 
DISTRICT MANAGERS 
NEW YORK WARREN S. ACKERMAN 
RUDY BAUSER 
Assistant, BRUCE TEPASKE 
500 Fifth Avenue, N.Y. 36, N.Y. OX. 5-5959 
ATLANTA RAYMOND K. BURNET 
1375 Peachtree St., N.E., Atlanta 9, Ga. 
(Atlanta) 875-0523 
ROBERT J. SCANNELL 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago I], Ill. 
MO. 4-5800 
DALLAS JOHN GRANT 
901 Vaughn Bldg., Dallas |, Tex. Ri. 7-5117 
HOUSTON GENE HOLLAND 
W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-128) 
LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles 17, Cal. 
HU. 2-5450 
SAN FRANCISCO THOMAS H. CARMODY 
68 Post Street, San Francisco 4, Cal. 

DO. 2-4600 
SCOTT HUBBARD 
Portland 4, Ore. 

CA. 3-5118 


CHICAGO 


PORTLAND 
Pacific Bldg., Yamhill St. 





in ti tin inti ini ial 


MERCHANDISING 
SUPPLEMENT 


NEW PRODUCTS—NEW SALES} 


| 
| 
| 


| 
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ROLL-OR-KARI DUAL TRUCKS 


Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. Retractable 
wheels. 7-ft. web 
straps. Cap. 800 Ibs. 


Deluxe Model (Swivel wheels at one end) ..$52.00 
Super Deluxe (Swivel wheels at both ends) ..$56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 


Write Dept. B 
ROLL-OR-KARI CO., Mfgrs., Zumbrota, Minnesota 
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PEOPLE {iii 
in the NEWS | 


CONTINUED FROM PAGE 23 
Proctor-Silex—John F. McKeown 
was appointed sales manager for the 
Philadelphia area for the appliance 
division. 


Skil Corp.—Harry L. Bullock was 
named general sales manager and 
Carl G. Gutman was named mar- 
keting services manager. 


Albion—Lacy Blake was appointed 
southwestern regional manager for 
the Albion division of McGraw- 
Edison Co. He formerly was sales 
manager of the appliance section of 
Thermal Supply Co., Houston. 





Permaglas—Frank J. Waindle has 
been named marketing manager of 








“Don’t fret about the damaged truck, 
worry about the 3,000 broken tubes 
inside it.” 

















for quality 
appliances 
that always 


ring pe pee 
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domestic water heaters for the divi- 
sion of A. O. Smith Corp. He was 
assistant manager of the product 
service division. 


Ironrite, Inc.—Richard E. Siegle has 
been named sales manager for the 
Denver district; Donald R. Matthie- 
son for the Southern California dis- 
trict and Karl O. Shore for the 
Philadelphia district. 

















DISTRIBUTOR |i 
NEWS lll 


Sylvania Electric Products Inc. has 
opened a new distribution center 
in Minneapolis to handle ware- 
housing, sales and service to dis- 
tributors of lighting products and 
television tubes. 


Pentron Electronic Corp. has estab- 
lished a factory branch sales and 
merchandising facility in Boston to 
serve dealers in the New England 
states. 


John W. Hyer was elected first vice 
president of Ward Terry & Co., 
Denver distributors for RCA and 
RCA Whirlpool. He formerly owned 
the Thomas-Hyer Motor Co. 


John C. FitzMaurice was appointed 
metropolitan New York sales man- 
ager for electronic components in 
General Electric’s distributor sales 
operation. 


Frank A. Teofani, president and 
general manager of Weathermatic 
Corp., Hialeah, Fla., Carrier dis- 
tributor, has acquired sole owner- 
ship of the company. He formerly 


was vice president and general 
manager of Carleton-Stuart Corp., 
which is the New York Carrier dis- 
tributor. 


Westinghouse Appliance Sales, New 
York, has named Philip L. Rose as 
advertising and sales promotion 
manager. 


Leonard Isaacs was elected vice 
president of City Electric Co., Inc. 
of Syracuse. He will devote his 
time and efforts to building up the 
distributors’ appliance division of 
the company. 


W. R. Barker has become Tacoma, 
Wash., branch manager of Graybar 
Electric Co. He succeeds R. J. 
Franzen, who was given a special 
sales assignment in the Seattle dis- 
trict office. 




















J ove Model KC366 ° All-in-one 
Stereo—TV—Radio Combination 











BUILT INTO OLYMPIC’S NEW 6-WAY STEREOCENTERS... 


BETTER SOUND REPRODUCTION 


BSR... Britain’s 
matic record changer .. 


finest, world’s favorite auto- 
.is winning new pres- 
tige and profits for Olympic dealers! Built into 
Olympic StereoCenters, Stereo hi-fi consoles and 
portables, BSR changers are uniquely capable! 
Proved “jamproof” by 550,000 consecutive rec- 
ord-changing cycles and by continuous brilliant 





performance in over 25,000,000 hi-fi homes! 
Look for dependable BSR in leading lines... 
Olympic, 
Trav-Ler, many more. “Presold” by BSR ads 
in Life, Look, Post, Living, House Beautiful, 
House & Garden, This Week, New York 
Times Magazine! 


Westinghouse, Emerson, Arvin, 





Ba 


in WESTINGHOUSE Stereo Hi-Fi Portable 


The BSR VA12 








Model 65-ACS 





in ARVIN Stereo Hi-Fi Portable 
Mode! 80P78 


oi 





The BSR UAI4 Model 937 





in EMERSON Stereo Hi-Fi Portable 
The BSR UAI4 





in TRAV-LER Stereo Hi-Fi Console 
Mode! 1120M The BSR UAB 











MANUFACTURED 


DISTRIBUTED IN U.S. BY 





In Canada: 


IN GREAT BRITAIN BY BIRMINGHAM SOUND REPROODUCERS, 


BSR (USA) LIMITED COLLEGE POINT 56, L.1., N. Y. 


901 Bleury St., 


Musimart Limited, 


LIMITED 


Montreal 





25 
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Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


ERS YOU 


EXCL 


STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto- 
atically rewinds the strap in a neat coil, out 


the way and instantly 

r for its next use. A real 
time rt! EXCLUSIVE ON 
petitive 


. FAMOUS ROLLER 
. BEARING 
LER TREA 







This ESC 
you to roll ¥& 
up and down “Gus witha 
minimum of time“and 

A real back saver £ 
SIVE ON THE ESCO 


~ 


WRITE, CALL OR WIRE 

TODAY vie 
For Full Details And 
Descriptive Literature 


STEVENS APPLIANCE 


TRUCK CO. 
BOX 897 


_/ 
AUGUSTA, GA. 


MODEL MRT 
Magnesium Light! 
] Magnesium Strong! 


LY THESE TWO FEATURES 


-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 




















MODEL SRT 





























‘running low? 
When this 
happens... 





fs 


FIND US FAST IN THE YELLOW PAGES 





FOR THE MOST ADVANCED FEATURES IN 


APPLIANCES, TV, RADIO AND STEREO 





YOU NEED 





FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-T¥ dealers 
($ millions) 


FAILURES 
of appliance-radio-TY dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


107 


18.5 


313 


278 


28 


109.9 


139.4** 


18.7+ 


357.5 


29.0 


67,490 





Preceding 
MONTH 


108 


18.0 


317 


277 


19 


102.3 


111.1°* 


18.94 


354.1 


25.2 


67,767 





A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


125 


18.3 


359 


288 


32 


123.3 


§5.3°* 


19.0+ 


338.5 


22.5 


66,831 








HOW THEY 
COMPARE 


14.4% down* 
(Sept. 1960 vs. 
Sept. 1959) 
1.1% up 
(Sept. 1960 vs. 
Sept. 1959) 
12.8% down 
(Sept. 1960 vs. 
Sept. 1959) 


3.4% down 
(Sept. 1960 vs. 
Sept. 1959) 


12.5% down 
(Oct. 1960 vs. 
Oct. 1959) 
10.8% down 
(Oct. 1960 vs. 
Oct. 1959) 


152.0% up 


1.5% down 
(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


5.6% up 
(3rd qtr. 1960 
vs. 3rd qtr. 1959) 


28.8% up 
(3rd gtr. 1960 
vs. 3rd qtr. 1959) 
1.0% up 
(Oct. 1960 vs. 
Oct. 1959) 








*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally adjusted) 


**Figures are for week ending Dec. 3, 1960, and preceding week (revised). 


+-Figures are for quarters 


+ +Federal Reserve Bulletin figures (revised). 











A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DISHWASHERS. 
DRYERS, Clothes, Electric... 





RES SE RAR ot 


- PHONOGRAPH SHIPMENTS... 


PHONOGRAPH RETAIL SALES... 
RADIO PRODUCTION (excludes auto)... 
RADIO RETAIL SALES. 
TELEVISION PRODUCTION... 
TELEVISION RETAIL SALES... 
ATER a eee 
RANGES, Electric, Stondord... 
TE oskcctitesensicowiatl 
RANGES, Gos, Stondord. 
ah ctcclcininssiena a 
a Cae 
WASHERS, Automatic & Semi-Auto... 
Wringer & Spinner... 

WASHER-DRYER COMBINATIONS 
WATER HEATERS, Electric (Storage)... 
WATER HEATERS, Gas (Storage)... 





47 Weeks 
Sept. 

9 Mos. 
Week Nov. 25 
47 Weeks 
Sept. 

9 Mos. 
Oct. 

10 Mos. 


Oct. 
10 Mos. 


1960 
(Units) 


41,600 
462,100 
94,399 
632,779 
57,522 
344,946 
60,200 
615,400 
68,500 
944,200 
531,288 
3,048,546 
380,499 
2,822,223 
179,831 
9,678,417 
1,102,092 
6,348,421 
91,627 
5,306,932 
620,810 
4,100,541 
244,200 
2,899,700 
75,600 
714,300 
52,300 
564,800 
139,000 
1,261,400 
30,800 
290,900 
290,059 
2,778,045 
247,338 
2,160,642 
58,470 
614,737 
13,062 
131,957 
*49,200 
*567,000 
192,900 
2,308,300 





1959 
(Units) 


50,600 
424,500 
110,834 
719,877 

68,835 
370,218 

83,200 
643,800 

89,600 

1,077,300 
480,184 
2,521,788 
390,543 
2,426,598 
226,860 
9,095,272 
928,457 
5,285,878 
122,100 
5,756,210 
684,773 
3,811,754 
329,600 
3,236,500 

74,200 
781,500 

69,200 
613,800 
159,800 

1,404,500 

34,700 
290,100 
330,899 

2,836,882 
282,415 
2,475,487 

91,720 
780,857 

24,798 
165,352 

65,100 
708,000 

274,200 

2,561,600 













% 
Change 


—17.79 
+ 8.86 
—14.83 
—12.10 
—16.43 
— 6.83 
—21.64 
— 441 
—23.55 
—12.35 
+10.64 
+20.89 
— 257 
+16.30 
—20.73 
+ 6.41 
+18.70 
+20.10 
—24.96 
— 7.81 
— 9.35 
+ 7.58 
—25.91 
—10.41 
+ 1.89 
— 8.60 
—24.42 
— 7.98 
—13.02 
—10.19 
—11.24 
+ .28 
—12.34 
— 2.07 
—12.42 
—12.72 
— 36.25 
—21.27 
—4].33 
—20.20 
—24.42 
—19.92 
—29.65 
— 9.89 

































*Preliminary 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 
























































48 
ee ba 
~<—16 Months eT 
44 Averages of the 54 Stocks 
Listed Below 
40 
36 +—+—+-++ 
32 ht. + one 
28 
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STOCKS AND DIVIDENDS 1960 CLOSE ; CLOSE NET 
IN DOLLARS HIGH LOW NOV. 28} DEC. 5 | CHANGE 

NEW YORK EXCHANGE 
Admiral 2374 10 a 10\/4, — % 
American Motors | 29'/2 18!/, 193%, | 191/, — &% 
Arvin Ind. | 27'/2 163%, 18l/, 21'» + 34, 
Borg Warner 2 48!/2 31%, 33\/, 32'/ — &% 
Carrier 1.60 415%, 27'/5 30% 30/4, — Vp 
CBS 1.40B 45\/, 345 36 347/, — ik 
Chrysler | 71% 38 383, 3958 + Ih 
Decca Records 1.20 35% 17% 36, 36l/, + WV 
Emerson Electric | 50 33 49 48%, — % 
Emerson Radio .50F 22/5 11'/g 12 10% — I 
Fedders | 20% 15% | 18! 185% + Vp, 
Genera! Dy. |.75E 585% 334. | 41% 39 — 2% 
General Elec. 2 997, 70'/, 76%, 74Y, —2 
General Motors 2 55%, 4l 41'/, 40% — kh 
General Tel & El .76* 34//, 24%, | 26! 25\/, — 1% 
Hoffman Elec. 45P 30!/, 15 16l/, 15" — 1% 
Hupp Corp. .37T 13%, 6%, 7% 7 — 
Magnavox | 55 31% 427/, 39%, — 3 
Maytag 2AXD 44!/, 31 37'/2 38!/, + 1 
McGraw-Edison 1.40 4534 28 | 33 31'/, — Ih 
Minn. M&M .60 88 60 | 67% 69/4 + 1% 
Montgomery Ward 2 55% 25. | 28/2 26, — Ii% 
Monarch .30E 19%, 1% | 124%, 12%, — 
Motor Wheel | 231%, il | 12 115% — % 
Motorola | 98 60!/2 74 71%, — 2, 
Murray Corp. 29'/g 24% 28!/g 27'/4 — kh 
Phileo 46 381/, 16 | I7% 16 ans 1% 
RCA 1B 789% 46!/, 56%, 54\/s — 2% 
Raytheon 2.37T 53% 30'/, 341/> 327 — 1% 
Rheem .60 2845 12 13% 12! — kh 
Ronson .60 13% 9%, 11% 12 + 
Roper GD 211, 14'/, 19'/, 17 — 2", 
Schick 16%, 7%, 9%, 8l/, — 
Siegler Corp. .40B 43 23% 29g | 28! — 
Smith A. O. 1.60A 534% 294%, 30% | 29% — % 
Sunbeam 1.40A 64!/2 48'/2 5IY%, | 49% — I, 
Welbilt .10G eA 4%, | 4%, — 
Westinghouse 1.20 65 45 493, 49\/, — I, 
Whirlpool 1.40 34, 22 26% 27\/, + Il, 
Zenith 1.60 129% 89'/s 105% 100% —_ & 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 6%, 10%, | 10% a 
Century Elec. '/ 9% b6l/, bln | 6!/, — % 
Herold Rad. 7% I 1% 1%, — ¥% 
lronrite .25T 10!/2 6!/g 6%, 6% — 
Lynch Corp. (Symphonic) 15 Bl/, | 9 8 — | 
Muntz TV bl, 3p | 4 4 —_ 
National Presto 12% 10% | 12'/ 13% + 
Nat. Un. Elec. (Eureka) 3% 1%, Wg 1%, — 
Proctor-Silex 97%, 5! 5%, 5% — 
Republic Trans. b'/, 3% 5 5 bay 
Telectro Ind. 214% 11'/g 14 135 im. % 
MIDWEST EXCHANGE 
Knapp-Monarch a — 5%, 5%, ae 
Trav-ler Radio — — 6%, 6%, | pe 
Webcor — 10’ | 10 a= th 














A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution dete. *Minn M&M, Motorola, Gen Tel & El announced stock splits 
during first six months 1960 


ANALYSIS: The market was 


down five of six days last week. Ex- 


plus stock divi- 





probably increase prices there; and 
finally, overcapacity among some 





perts pointed to the extremely pes- 
simistic business news of late as the 
chief reason for the drift downward. 
Steel production was off to 48.3% 
of capacity; some large companies 
(among them, Philco) announced 
work layoffs; added wage costs 
within the petroleum industry will 
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basic industries all contributed to 
the market’s sluggish condition. The 
EM Week chart was off % pt. There 
were more gains than losses with 
some issues noticeably off: Zenith 
down 5 pts., RCA minus 2% and 
General Dy. off 2%4. Seven new 
lows this past week. No new highs. 















Forget About... 
Time-Consuming 
Customer-Irritating 
Call Backs... 


























— 
Lambe Electhic MOTORS & 


Make the difference in Power-Driven Appliances 


Forget expensive, time-consuming, customer-irritating 
call backs that cut into your profit. Make a Lamb® Motor 
a Sales feature. They're quiet, efficient and dependable. 
Lamb Electric offers a complete line of vacuum 

motors and motor parts to appliance manufacturers. 


THE LAMB ELECTRIC COMPANY ¢ KENT, OHIO 


A Division of American Machine and Metals, Inc. 
In Canada: Lamb Electric — Division of Sangamo Company Ltd. — Leaside, Ontario 


7 web Electicc 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


Free information 
and literature 
available to 
manufacturers. 


MOTORS 








DEFENSOR 


Portable Electric 


ATOMIZING 
HUMIDIFIER 


MODEL 


7 ow ew a 
oo 
~~ 


= for on-time- 
every-time 


delivery 





Recommended for use in homes, offices, apart- 
ments, hospital wards, laboratories, etc., this 
precision made humidifier atomizes approximate- 
ly 1 qt. of water per hour in the form of minute 
aereated particles by mechanical centrifugal 
ejection of dry mist into the air. The Defensor is 
quality built of corrosion-proof metal solvent 
resistant parts for long life performance. Will 
adequately humidify areas up to 12,000 cubic 
feet. 


MODEL 50 


This Skuttle Model 50 Mistil- 
ator portable electric humid- 
ifier is recommended as a 
room humidifier. It operates 
on the same principle as the 
Model 504, is precision made 
and will adequately humidify areas up to 8000 
cubic feet. 


This is the season for humidifier sales. Profit 
with these Skuttle units . . . Write for prices 
and literature today! 


G@eukaatahe MANUFACTURING CO. 


Milford, Michigan 





CALL °* +4 


GraybaR 


FIND US FAST IN THE YELLOW PAGES 
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AUTOMATIC ELECTRIC SAUCEPAN 
with removable automatic heat control 
Convenient 3-quart size with vented metal cover. 


Cookguide on handle gives recommended cooking 
temperatures. Easy to wash—completely immersible 





movable Automatic Heat Contro; Appi; 


"ees 





AUTOMATIC ELECTRIC FRY PAN 
with removable automatic heat control 


Prepares everything from a quick breakfast to a 
family size meal. Fryguide on handle gives recom- 
mended cooking temperatures. ‘‘Lite-Fry’’ lever 
tilts frypan to automatically drain excess fat, makes 
basting extra easy. Easy to wash—completely im- 
mersible with control removed. Medium or large 
size. Vented metal or glass cover available. 





with control removed. 





AUTOMATIC 
PORTABLE ELECTRIC HEATERS 


Perfect for fast, quiet heating of any ‘‘chilly”’ 
area—porch, den, breezeway, garage, base- 
ment, study and other rooms. Light and com- 
pact—beautiful styling blends in with any 
decor. Instant heating ribbon elements give 
a cheery warmth. Reflected heat gives all-over 
warmth with fan forced heat for maximum 
circulation. Expanded metal grille. Two sizes. 






CONTROLLED 
EVEN HEAT FRYPANS 


Fast, even heat distribution makes all foods 
taste better. Easy to see Fryguide on handle 
gives recommended cooking temperatures. 
Easy to set Heat Control. ‘‘Lite-Fry”’ lever tilts 
frypan to automatically drain excess fat, make 
basting extra easy. Full range of sizes. Vented 
metal or glass covers available. 














AUTOMATIC ELECTRIC GRIDDLE 
with removable automatic heat control 
Big family size cooks 15 large hamburgers at one time. Convenient Grillguide 


on handle gives recommended temperatures for favorite foods. Easy to wash— 
completely immersible with control rernoved. Vented metal cover available. 


—made of famous 


Reynolds Aluminum 


In these fine Sunbeam appliances, 
Reynolds Aluminum distributes heat 
more quickly and uniformly, with- 
out hot or cold spots. It cleans and 
polishes more easily, and its lighter 
weight means easier handling. 


The Finest Products 
Made with Aluminum 


are made with 


REYNOLDS G2 ALUMINUM 





SUNBEAM CORPORATION « CHICAGO, ILLINOIS 
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